at 


SELLING THE 
PRACTICAL WAY 

SCALE.” 


ALEXANDER ROBERTS 
PRESIDENT AND GENERAL MANAGER 


< 
Cc 
DIVISION 
INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
GENERAL OFFICE 675 FIFTH AVE., NEW YORK 22. N. Y.. MURRAY HILL 8-1880 ¢ 
MIDWEST OFFICE 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2-0080 


WEST COAST OFFICE 700 MONTGOMERY ST., SAN FRANCISCO 11, CAL., GARFIELD 1.1987 
ALEXANDER ROBERTS GENERAL MANAGER 
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HOW TO INSURE THE LIFE 
OF YOUR NEW-BORN ALPHABET 


If you are designing, or have commissioned the design of a 
new alphabet, you now can take out Alphabet Insurance. 
For you can see what your new alphabet, your new typeface, 
will look like before you go to the expense of dies. 
Through the Type Testing Laboratory of Photo-Lettering, Inc., 
you now can modify weight, height, width...and the all- 
important spacing...and see what each change will do to 
the “feeling” of the face on the printed page. 


You can vary letters or numerals, experiment with loose 
or tight spacing, pre-test for fit, set, proportion, color. 
Through this service you can test for readability, even 
“copy-test”for popularity. During the last 15 years this unique 
our new 
CRITERION service has been used by designers and manufacturers 
series of foundry type, mono dies, slug composition machines, 
typewriters and even 3-dimensional display letters. 
May we insure the life of your new alphabet ? 


confidentially, in 
WASHINGTON... 


Pn 


i's LEE SALSBERY 
STUDIOS 


...for the finest illustrative and advertising photography 
937 F st. WASHINGTON, D. C. st. 3-1377 
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three for the 
price of one 


Three SBD studios located 

York offer the unequalled talent of separate and interchangeable 
staffs of fine artists. Our many clients can testify to the advantages 
of this arrangement; it may also prove an invaluable aid in your 
future planning. Contact Stephens-Biondi-DeCicco Incorporated. 
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what’s good for the goose is bad for the gander 


“Take any 3 free”, “Free any 3” are the headlines on two 
recent competitive record club ads. Big capacity, automatic 
defrosting are featured sales points in several competitive 
refrigerator-freezer ads. Longer lasting, cleaner, cooler, 
smoother shaves are promised by almost all razor blade ads. 

A recent test conducted by Zlowe Company masked out 
names on shaving cream, lotion, electric and “wet” razor 
ads. Result? Less than 5% made correct identifications. 

Of course, that’s why the names are in the ads. So you 
can tell them apart. But when so low a rate of identification 
is recorded with names blanked out, it is obvious that all too 
many ads look alike, read alike, sell alike. That is, they sell 
each other as well as themselves. Look-alike sound-alike ads 
can’t help but give the consumer the feeling the products 
are pretty interchangeable too! Where is brand loyalty? 
Where is repeat business? What happened to the brand or 
product image that should make steady buyers out of tryers? 

Too many ad men, consciously or subconsciously imitate 
campaigns of others in the field on the assumption that if 
it worked for others,. it must be good. The old tried and 
tested idea. 

To begin with, you don’t always know it worked for the 
other guy. But even worse, if it did, it still may not work for 
you. The quick page turner may not see your name. May, 
probably will, confuse your ad with a competitor’s. How can 


you get less for your ad dollar? . 


Art Direction, published monthly by Advertising Trade Publications Inc., 19 W. 44 St., New 
York 36, N. Y. YUkon 6-4930 Subscription price $4.00 per yeor; $7.00 for two years; $4.50 o 
year for Canada and $6.50 for other countries. Back issues 65¢ per copy. Publisher assumes no 
responsibility for manuscripts or artwork submitted. Entered as second-class matter at the 
post office at New York, N. Y., with additional entry as second-class matter at the post 
office at Baltimore, Maryland. . 
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line screen 


PHOTOMECHANICAL VARIATIONS ““EDS T. A N 75 WEST 
posterized mezzotint 


45 CIRCLE 5-6781-2 N.Y. 


THE FIRST— 
AND STILL THE BEST 


NON CRAWL 
COLOR MEDIUM 


Used in Water Colors, 
Poster Celors, 
Retouching Fluids, etc. 


Will make colors spread smoothly and stay on 


USED ON—Glazed, Waxed, 
Diled, Glass, Acetate, Cello- 
phane, Photographic Prints, 
and other Plastic Surfaces. 


NO poy FLAKING 
OR CHIPPING 


OZ. PATENTED 
SQUEEZ-A-DROP BOTTLE 
NOW ONLY... . $1.00 
AVAILABLE AT ALL DEALERS 
OR SEND DIRECT 10... 9 


PHILADELPHIA 7, PA. 


SAMERJAN 
SHOOTS 

MOVING 

PICTURES 


846 N. Fairfax, L.A. 46, Calif. OL 3-2940 


> >» 
original 
| prawn 
OR MEDIUM »>- : 
Immediately effective for 
| Air Brush use 
A PRODUCT OF 
— 
206 S$. Hutchinson St. \ 
6 . A 


At Graphic Arts Center, you’ll find complete design and production facilities 
for turning out top-notch sales promotion material; presentations, film 
strips, direct mail, brochures, silk screen, typography, binding—what have 
you! Call us today for a glimpse of some of our refreshing new samples. 
GRAPHIC ARTS CENTER, INC. 
6 West 48th Street, New York 36, New York e Telephone ClIrcle 5-2525 
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Perspectives can be 
applied to any word, or 
line, or body of type, 

or lettering, or art work, 
or complete units. 
Flexo-lettering Perspectives 
are the result of highly 
specialized skills, and they 
embrace all extremes, 
proportions and combina- 
tions, with equal flexibility 
and fidelity. All we need 

is your layout or tissue, 
with original copy. 


Why use type in panels... 


like this 


FLEXO-LETTERING CO. INC. 305 E. 46th ST. NEW YORK !7, N.Y. 


— PLAZA 3-4943 


Trick Photography and Process Lettering 


subscribe now to: Issue no. 1 just out! 
NEW GRAPHIC DESIGN 


the new international quarterly magazine on contemporary graphic design and 
related subjects. 


Stimulating new ideas discussed and illustrated. 
Published in Switzerland in English, French and German. 
Annual subscription, 4 issues $15.00 

Distributed in the U.S. by: 


MUSEUM BOOKS, INC. 
48 East 43rd Street and 
New York 17, N.Y. 


Single issues $4.00 


WITTENBORN AND COMPANY 
1018 Madisen Avenue 
New York 21, N. Y. 


business briefs 


At summer's end data on the country’s eco 
nomic health was still a mixture of good 
and bad signs. But the feeling wag 
psychologically on the plus side. Now, 


it seemed, good signs were popping up 
among the bad. The trend was up. 


Seasonal layoffs, vacations, schoo! graduations 


flooded the labor market, depressed 
earnings figures. But with such seasonal 
factors accounted for, the best guessers 
guessed the economy was already bounc- 
ing back. The question no _ longer 
seemed if the recession was over but how 
quickly or slowly the ascent would be 
made. 


Durable manufactures curved upward, boosting 
total industrial production for the first 
monthly rise in over a year. There was 
increasing evidence that many inven- 
tories were cleaned out, that manufac- 
turing must soon step up. With con- 
struction strong, consumer buying power 
rising, government spending rising, and 
lowered interest rates there were many 
blooms on the end-of-summer rose. 


Thorns included lag in capital investments 
(businessmen don’t have the confidence 
they want the consumer to have). Part 
of this may be due to fact that many 
plants now have excess capacity. Unem- 
ployment hit a record high for the pres- 
ent cycle but the percent of unemployed 
actually fell off a little. 


Although non-farm as well as farm employ- 


ment picked up, much of the non-farm 
gain was in services and construction, 
with many sections of manufacturing 
still laying off. 


Where does all this leave advertising? The 
Printers’ Ink National Advertising Index 
shows 1958 billings ahead of 1957 by 
1%. At the same time it forecasts a 2% 
drop for 1958 vs. 1957 to $10,100,000,000 
instead of a record $11,000,000,000 pre- 
dicted earlier. Data for most recent 
months shows a fall-off compared with 
corresponding months a year ago. Only 
two media were ahead—network TV up 
16%, and direct mail up 2%. Magazines 
and newspapers showed heaviest losses, 
both off 9%. These big print media 
indicate a slowdown in billings for art, 
photography, design, type, etc. Some of 
the biggest national magazines are pub- 
lishing their thinnest issues in years. 
Total ad figures are misleading to those 
chiefly concerned with print media, since 
the. steady advances in TV throw the 
averages up, counterbalancing low fig- 
ures in publication advertising. ° 


GOMN 


PERSPECTIVES 
ye STOR 
GAS AND 
thy FLECTRIC 
PRESENT MACHINES PRESENT MACHINES PRESENT MACHINES 
: when it’s so much more effective... 
HOW TO GET MORE mo cet MORE 
| 
PRESENT MACHINES PRESENT MACHINES 
Since 1937 The Greatest Name in 


eld Black magic of shadow, white magic of light, reflected magic of superb photography 

that brings a picture and a page to life. This is our sorcery, 
‘SSETS why we believe our talents, skills and facilities equip us 
— uniquely to serve you and ourselves with satisfaction and pride. 


1 be 
GOMM! STUDIOS, Photography Albert Gommi - Joe Long + Bernard Gray + Represented by Fredric Kammier 


305 East 47th Street 
New York 17 
Eldorado 5-7650 


FROM ORIGINAL TYPE C EASTMAN KODAK COMPANY 


4 
nger 
how 
first * 
ven- a 
ifac- 
ron- 
art | é 
i 
ng 
ex 
4 


the Design and Art 
livision of Sudler & Hennessey, Inc. has 
changed its name to 


Eckstein-Stone 


4 | 

y 
Write 
“ily 
10 *For additional information on this change of name call Herb Lubalin at Plaza 1-1250 Art 


was done 
with 
HIGGINS 


Without being literal, the 
vigorous pen-and-ink style of 
Ear! Thollander catches 

the very life and atmosphere 
of colorful localities and 


charmingly re-creates their 


action and pictorial drama. 


Demanding perfection of 
performance from his pen, 
Ear! Thollander naturally 
demands perfection from the 
ink he depends on—and 

the ink is always Higgins. 


Courtesy the and Hearst Advertising Service 
« 


art medium ( 
since 1880 


the 
finest 
red sable 
water color 
brush 
designed 
specifically 


arts 
delta’s ‘jewel’® 


delta 
brush mfg. corp. 


120 south columbus ave. 
mount vernon, n. y. 


Eckstein-Stone 


Write for your free copy of : 
“illustration, Retouching, Lettering with the Red Sable Water Color Brush.” 
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The best advice 
you can give 
a young artist 


OU can help promising young 

members of your art staff ad- 
vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 


free information offered below? 


| Norman Rockwell FAMOUS ARTISTS SCHOOLS | 

| —_ Whitcomb Studio 807, Westport, Conn. | 
toven Dohenes Send me, without obligation, 

| snare information about the courses you offer. 

| Mr 
| Mis | 
Ben Address 

| Robert Fawcett | 

| Austin Briggs City Zone | 
Dong Kingman 

| Albert Dorne County State J 


= 
= 
) 
AT ART AND STATIONERY DEALERS EVERYWHERE 
graphic 
and 4 b {\ 
\ 
250 


IF YOU MAKE OVER 


A YEAR... 


You know the importance of planning your 
time in order to meet various schedules. Very 
often these details of your operation demand 
time that could more profitably be spent in 
highly creative areas of your work. 


Our clients are in precisely this position. This 
is why our art director type of service can be 
so important to your organization. 

We can assume the responsibilities of a crea- 
tive solution to the details that may now be 
draining your energies from more creative 
tasks. 

We would like to show you how our problem- 
solving production crew and staff of specialist 
illustrators, lettering designers and retouch- 
ers is the logical extension of your staff. 


FENGA & DONDERE inc. 


Na 


knothole art... 
Here’s a new vehicle for the designer 
and illustrator, sidewalk construction 
fences. In place of the multicolored and 
slapped together old doors, artists and 
designers are now being commissioned to 
use this space effectively for advertising. 
“Coming soon” approaches are many 
as well as proclamations of the friendly 
services of the bank moving in. 
Typical is this picture of the fence 
decorated for ““The House of Henschel— 
for Floor Beauty”, done by Strimban 
Studios and Central Public Relations. 
Bob and Jack Strimban, 
New York City 


As chairman of the Business Practices 
Committee for the Society of Illustra- 
tors, I would like to express our appre- 
ciation of your editorial in the May 1958 
issue. As a member of the Joint Ethics 
Committee I am aware of your constant 
interest in the ethical practices of our 
profession. It has been a great satisfac- 
tion to all of us who have been greatly 
concerned about the economic position 
of the artist-illustrator. 

The long and fruitful association of 
the artist and art director has made of 
them a mutually dependent team. It is 
the firm conviction of this committee 
that the prestige and economic position 
of the artist is directly related to the 
prestige and economic position of the 
art director. . . . We hope, in this com- 
mittee, to study the business practices in 
the marketing of illustrations in all its 
phases and come up with some answers 
as to how the artist-illustrator can share 
more fully in the expanded economy of 
business as a whole. We believe that fail- 
ure of the artist to change and modify 
those practices, has brought him to a 
position where he is unable to compete 
fairly or share equally in the economic 
advances that have been made in all 
other businesses and professions. 

Robert L. Chambers, 
Business Practices Committee 
The Society of Illustrators 


(continued on page 16) 
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one of our 


Larry Gordon Studios create 
superior photographs, which 
promote and seil products. Call 
us for any job, big or budget. 


From Dodge Automobile Promotion —Art Direction: Miraed Peake. 


many talents 


> 


480 Lexington Ave., N.Y.C., YUkon 6-4141 
Four Air Conditioned Studios 


| 
in ~ 2. j Wi 
all 


z2sein Colors formulated and perfected by 
Shiva: They are compounded under | 
| standards, and are sean to lig 


yache, tempera, transparent water col 
secco. Apply on canvas, board, wood 
. paper, cement, plaster, wet or dry lime 


The » MORILLA Company 


Morilla 


The greatest name in 


Artists’ Papers 


Invites You To Trye. 


The World’s Finest 
Layout Pad Line 


No. 82 “Tower” Tracing Pads 
Parchment type, very transparent, 
inexpensive. A leader in studios and 
schools for over a quarter century. 


All popular sizes. 


No. 550 “The Advertiser” 


Layout Pads 


Unusval, semi-smooth, translucent surface. 
Sized to prevent feathering. Extra fine tooth. 
The advertising man’s favorite. For ink or pencil. 


All popular sizes. 


No. 666 “Art Director” Layout Pads 
Popular, rag-content, semi-transpar- 
ent stock with pronounced “tooth”. 
Strong, durable. All pad sizes. 


FAST ST, NEW YORK 10, 'N. 


706 S. Magnolia, Los 


Angeles 53, 


Calit 


\ 
Kennedy Associates, Inc. 
141 East 44th Street, New York, N. ¥., MUrray Hill 7-1320, 7-1321 
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GAY 


A Complete Service in Cartoons and Humor For Advertising 


Henry J. Schilling 


Partch, Virgil 
Pascal, 


John J. Kennedy 
Following is a partial list of cartoonists available through us: 

Adams, Frank Gibson, Mary 
Addams, Charles Goldberg, Herb 
Ajay, A. Goldberg, Rube 
Barlow, Perry Goldstein, Walter 
Basset, Helle, Ray 
Berry, Mike , Syd 
Boltinoff, Henry Hollreiser, Lenny 
Booth, George Holman, Bill 
Bri, G. Hunt, Stan 
Brown, Wm. F. irvin, 
Caplan, Irwin Johnson, Crockett 
Darrow, Whitney Key, Ted 
Day, Chon Kraus, Robert 
Dean, Abner Langdon, David 
Dedini, Eldon Li Harry 
Devlin, Harry Marcus, Jerry 
Dr. Seuss Martin, CEM 
Dowling, Dan McKay, Dorot 

, Bud Mik ( Ferd ) 
Duffy, Edmund Mullin, Willard 
Dunn, Alan Nofziger, Ed 
Duquette, Steve Norkin, Sam 
Emett, Rowland O'Brian, Bill 
Farris, Joseph Owen, Frank 
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SCREEN YOUR OWN PHOTOS 


. for reproduction by PHOTO OFFSET or PHOTO ENGRAVING! 


. ANYONE can make fine, reproduction quality 


VELOX PRI 


from FLAT COPY. . or directly from OBJECTS... 


ANY SCREEN (from 30 to 150) ANY SIZE (up to 14x17) 
from color or black and white, from paper or film, 
from color transparencies . . . dried, ready 

for reproduction .. . in only 5 minutes. . . with the 
STATMASTER, the world’s most versatile all-in-one unit. 


8x10 PRINT 


price includes 
screened negative 


NO KNOWLEDGE OF PHOTOGRAPHY IS NECESSARY! 


Any member of your present staff can also make the finest, reproduction quality 
STATS - FILM - PHOTO-PRINTS (on any grade or weight of paper) 
Eniarged or Reduced (up to 350%) in Line or Halftone . . Negative or Positive . . 
in straight or flopped position . . . for approximately 1/10 of your present costs. 


RENT or PURCHASE 


STATMASTER: 


...includes all accessories, installation and instruction. 


only $4 1 5 oo per month 
nothing else to buy! 


... no down payment... 


The Fabulous STATMASTER also does Sur-Printing, Acetate Overlays, 
Bas-Reliefs, Reproportioning, Italics, Curves, Perspectives, etc. 


COME IN FOR AN EXCITING DEMONSTRATION, OR SEND FOR DESCRIPTIVE LITERATURE. 


NOW 
ce ‘ 
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| 
— 
TCAMERA! | 
cOPYCAMERA! | 
Whe j j 
ae 
STATMASTER CORP. 19 West 44th St., New York 36, N.Y. OXford 79240 


do the aid tiveless blades of 


SUKON STUDIOS 


917 THIRD AVENUE, NEW YORK CITY 


For urgent service, call: PLAZA 5-0875 


letters 


(continued from page 12) 


... After thinking over my method of 
speaking without notes or a manuscript 
perhaps the next time I am called on to 
speak at such a gathering I will write 
down what I have to say ahead of time. 
Maybe not. 

Anatol Rapoport left us with a very 
important thought—that there are many 
kinds of reality. Here in the middle- 
west a designer is called upon to do 
many things for a variety of purposes. 
He works directly with a large corpora 
tion or with a single person, with a 
baseball team or a symphony orchestra. 
The same person does the work, but the 
needs and the solutions are quite differ- 
ent. Thus I feel that whatever style 
develops, each job necessarily is quite 
different. An art museum catalog has a 
different tempo than one for a milling 
machine company; a more restrained 
and often conservative approach may 
be in order. 

This kind of objectivity would frighten 
the advertising designer who simply 
deals with similar problems and tran- 
sistory design. 

I have been extremely interested in 
pure typographic design devoid of orna- 
mentation whether it be decorative or 
geometric. I have been interested in nor- 
mal typography; that is, whether a block 
of text reads well or not, and whether 
it functionally solves the problem. 

Our great weakness, today, in typogra- 
phy lies in the fact that few people are 
interested in anything but display typog- 
raphy or, as I said once before, they 
would have good icing on inferior cake. 

When one is really interested in type 
and bothers to study it and use it, he 
will soon discover that even with the 
fabulous range we have at our disposal, 
there are still inadequacies and needs 
for new type design. If we were to 
attempt a typographic design of any 
highly technical nature we would soon 
discover that there is no complete font 
on the face of the earth. And in th:s 
scientific age we must cope with text 
books and scientific bulletins more and 
more. 

These areas where so little good work 
has been done are the greatest chal- 
lenges to me as designer. 


Noel Martin, Designer, Cincinnati * 
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faculty Tom Allen 


Howard Arnold 


John Barron 


J. Wolfgang Beck 
Dean Brodkey 


John Cabore 


Carmine Cardamone 
William Charmatz 


Francis Criss 


Ernst Ehrman 
Theodore Emanuel 


School of Visual Arts 


Ernest Ericson 
Rupert Finegold 
Harry Fisk 

Robert Frankenberg 
David Gates 

Bob Gill 

Ephraim Gleichenhaus 
Tom Gill 


Phil Hays 
Joseph Hill 
Burne Hogarth 
Nicholas Karath 
Eugene Karlin 
Michael Loew 
Charles McCurdy 
George Miller 


Harry Gordon Raymond Nieyper 
Robert Hagenhofer Reese Patterson 
Burton Hasen Jack Potter 

245 East 23 Street 


mpathy, Guidance and Inspiration 


Josef Presser 
Jerry Robinson 
Robert Shore 
Elijah Silverman 
Louis Silverstein 
Howard Simon 
Charles Strauss 
Eugene Thompson 
Bernard Trinsey 
George Tscherny 
Robert Weaver 


New York 10, N.Y. 
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arizona—Phoenix—Butler 
Tucson—Butier Paper 
california—El Centro—W. A. Scheni Paper Company 
Fresno—Sierra Paper Compan 
umbia Pa 
y, Memo Products. lerra Paper Company 
Oakiand—Nelson Paper 
Pacific Coast Paper Company 
San Paper Company, 
in Francisc javis-Colton 
Pacific Coast Paper Company, Seaboard Paper Company 
Wiison-Rich Paper Company. ] 
colorado—Colorado Springs—Butler Paper Co. 
Denver—Butiler Paper Company 
Pueblo—Butler Paper Company 
connecticut—Bridgeport—Equity P: 
New Haven—The Arnoid-Roberts Company 
i district of columbia—Washi The Whitaker Paper Co, by | 
florida—Miami—Southeastern Paper and Supply Company 
georgia—Atianta—S. P. Richards Paper Co. 
idaho—idaho Falis—American Paper & Supply Co. 
Pocatello—Consumers Paper Corp. “H 
Paper Co. h 
Chicago—J. W Paper Company, af 
Forest La Salle Paper ‘Company, 
laper Company wa} 
Peoria—Butler Paper Company 
Rock island—C. J. Duffey Paper Co. gin 
indiana—Evansville—Butler Paper Company i 
Fort Wayne—Butler Paper Compeny 
Indianapolis—Crescent Paper Co. tru 
Terre Haute—Mid-States Paper Co. 
lowa—Cedar Rapids—Butier Paper Company eve 
kansas—Wichita—Butler Paper Company var 
Southwest Paper Company 
kentucky—Louisville—Superior Paper Company nu 
louisiana—New Orieans—Butler Paper Co. ha 
maine—Augusta—The Arnold-Roberts Co. I 
maryland—Baltimore—The Mudge Paper Co. fan 
"The Whitaker Paper Co. 
husetts—Boston—The Arnold-Roberts Co. 
r Paper Company, Th 
The Whitaker Paper Company > 
Grand Rapids—Central Michigan Paper Co. live 
minnesota—Minneapolis—Butler P: Co-npany, 
C. J. Duffey ompany, 11 The Paper Supply Company col 
St. Paul—C. Dutey Paper 
tio 
als 
ou 
tai 
sig 
soc 
your fox river merchant is listed here tio 
of 
ity—Butler Paper Company, de 
Weber Pape ompany cla 
St. ‘taper Company 
Springfield Paper Company w 
montana—Billings—Yellowstone Paper Co. $u 
Butte—Butte Paper Company 
Great Falls—Great Falls Paper Co. fat 
nebraska—Lincoln—Schwarz Paper Company th 
new jerse City—Gotham Card & Paper Co., Inc. 
Newark—Newark Envelope Co. 
new mexico—Albuquerque—Butler Paper Co. h 
new york—New York City—The Paper Center, Inc., , th 
“Saxon Paper Corporation sis 
Rochester—Economy Paper Co., Inc. 
north dakota—Fargo—Fargo Paper Company fa 
Minot—Farge Paper Company 
i ti—The Paper Co. fer 
Clevela Icote Company B 
Columbus Cincinnati Cordage & Paper Co. I 
lon—Nesbitt Paper Comenny 
Paper Company or 
Okiah City—Oklah Paper Company Bi 
Paper Company 
land—Fraser Paper Company, je 
‘est Coast Paper Company 
Phil. Envelope & nc 
Paper 0., Schwartz Paper Company 
Pittsburgh—Brubaker Paper Company aS 
no markie no fixee Yorke Mudge Paper Gompane 
thode istand—Providence—The Arnold-Roberts Co. 
Lh South n Paper Co. 1c 
Proofreading and type corrections...two of the most painstaking, time-consuming steps in every Knoxvilie—Southorn jfaver Company ra 
Western n 
printed job...are made quicker and easier by the use of proper marks. Nashwille—Bond-Sanders Paper Co. = 
texas—Abilene—Southwestern Paper Co. 
As a service to you, your staff, and your clients, we have just produced a handy folder containing Dallas—Southwestern Paper Co. th 
Forth Worth—Southwestern Paper Co. 1 
the complete list of proofreaders marks. It's available without charge. Ask your Fox River mer- Houston—Southwestern Paper Co. 
chant, listed here, or fill in the coupon below and mail it to us. Salt ww a ty =a pply Co. ~SO 
washington—Seattie—West Paper Company pt 
Nome Bap’ 
of 
Walla Walla Paper Co. 
Company Yakima—West Coast Paper C h; 
wisconsin—Appleton—Woelz Inc. 
Street Milwaukee—Nackie Paper Co., Standard Paper Company at 
canada—Vancouver, B.C.—Smith, Davidson & Lecky, Ltd. re 
City Zone. State. “Wow York City-—Champlon Paper Co., S.A. 
FOX RIVER PAPER CORPORATION, Appleton, Wisconsin Better Papers are made with Cotton Fiber 
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HAPPY FAMILIES ARE NOT ALL ALIKE 


by Gerald Handel, Social Research, Ine. Chicago 


“Happy families are all alike; every un- 
happy family is unhappy in its own 
way.” With this statement, Tolstoy be- 
gins Anna Karenina. Whatever truth 
it may have, it is certainly not the whole 
truth, and for advertising, perhaps not 
even the most significant truth. The 
varieties of unhappiness are no doubt 
numerous, if not limitless, but family 
happiness too, is a variable thing. A 
family has it own qualities of preferred 
experience, just as an individual does. 
The kind of life a family is trying to 
live influences the kind of advertising 
communications its members respond to. 

While there is a great deal of varia- 
tion in normal family life, there are 
also certain broad groupings of family 
outlook; and, within each group, cer- 
tain basic similarities. One of the more 
significant groupings is that based on 
social class—what a family’s social posi- 
tion is in the community. What kind 
of life is considered to be a happy one 
depends in part on the family’s social 
class. And this expected and preferred 
way of life influences the family’s con- 
suming style—the kinds of things the 
family buys and the reasons. for buying 
them. 

Social scientists know something about 
the upper class—that grouping that con- 
sists of the old, established, and well-to-do 
families. These families are often re- 
ferred to by such terms as “Boston 
Brahmins”, “Philadelphia Mainliners”, 
or “FFV” (‘First Families of Virginia”). 
But these families are never the sub- 
ject of market research, and they are 
not the audience to which advertising 
is directed. They are, by definition, not 
part of the mass market, being numer- 
ically a small group. And they are only 
rarely accessible to research because 
more than any other group they guard 
the privacy of their lives. 

Much more is known about the three 

~social classes that make up the bulk of the 

population—the people who buy most 
of the nation’s goods. These families 
have been extensively studied by motiv- 
ation researchers as well as by academic 
researchers. 


The upper middle class families— 
whose bread-winners are usually pro- 
fessional people, business executives in 
large corporations, and proprietors of 
moderate-to-substantial businesses — tend 
to lead the most diversified lives of the 
three groups. They are the best educated 
people in the society and have the 
widest interests. Their intellectual and 
emotional horizons are broad. The good 
life in upper middle class families is one 
in which each family, each child 
as well as each parent, has independence 
and individuality. Individual taste and 
independent judgment are prized, and 
responsible interests outside the family 
are encouraged. Curiously, while ra- 
tionality is highly prized, these are the 
people who can also find the most plea- 
sure in certain kinds of non-rational 
expression—in whimsy, in fantasy, in ab- 
stract art. They are the most determ:ned 
to be distinctive, the most likely to seek 
different experiences and to welcome 
originality in the communications that 
are directed to them. (The Qantas Air- 
lines ads inviting a renaming of the 
World’s continents simultaneously ad- 
dress themselves to their audience's 
global and non-provincial horizon, and 
their capacity for reorganizing reality in 
fanciful ways.) 

The lower middle class family (whose 
breadwinner is usually a white-collar 
worker) is not altogether indifferent to 
new kinds of experience, but goes at it 
more cautiously. These are the families 
that train their children to be sober 
and realistic, but hopeful. The:r realism 
does not extend so far that they can 
comfortably deal with the less rosy 
aspects of life. They need the reassur- 
ance of the happy ending. They value 
what is conventional and accepted. 
Their pleasure in the new takes the 
form of enjoying a different version or 
arrangement of something already fami- 
liar rather than something offbeat. To- 
day, more than ever, the lower middle 
class families are moving toward enlarg- 
ing the horizon of their experience, but 
they find it difficult to deal with radical 
departures from the established bound- 
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aries. They will respond to communica- 
tions that point the way to new 
possibilities, so long as they can feel 
that these will not disrupt what they 
have so painstakingly secured themselves. 
(In travel advertising, for example, 
themes that express safe adventure in a 
family context will be particularly mean- 
ingful.) 

The working class family (whose 
breadwinner is typically a skilled blue- 
collar worker) shares the aspirations for 
stability and respectability that so char- 
acterize the lower middle class. Two 
circumstances make it less easy for the 
working class family to realize these 
aspirations: within themselves, they feel 
less secure that they have the personal 
capacities and resources to gain them 
these goals, less certain that they can 
command the recognition from others 
that they are worthy members of the 
community. And, secondly, there is the 
circumstance of economic uncertainty 
which affects them more consistently 
than it does others, vulnerable as they 
are to reduced work weeks, layoffs, and 
strikes. The potential fluctuations in in- 
come which may result make for antici- 
pations of uncertainty. Working class 
families want to feel themselves a stable 
part of bountiful America. What they 
look for in advertising is communication 
that shows them that they can partici- 
pate in this world, that reduces feelings 
of uncertainty, or that reassures them 
that they have been making good pro- 
gress. They react against communica- 
tions that make them feel looked down 
on, that make it seem the product is 
too high-toned for them. They want to 
feel the advertiser is not trying to take 
advantage of their limitations, but is 
honestly trying to contribute to their 
living a more substantial American 
family life. They want to feel that they 
are not as vulnerable as they have been. 
(The Greyhound Bus commercial urg- 
ing “Leave the driving to us” addresses 
itself to this group in a meaningful way 
because it does suggest that a competent 
person has undertaken to control the 
potential hazards of road travel.) © 
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MORT WALKER creates a new cartoon character. 


CREATOR OF “BEETLE BAILEY” and “Hi and Lois,”” King Features’ Mort Walker ~ 
is syndicated in over 800 newspapers. Here’s how he originates new characters. 


ow for 


“To create a new character for my Sunday page,” 
says Mort, “I sometimes make as many as a hundred 
sketches before I settle on one with the right expression 
and personality. The more freedom I can keep in my 
sketches, the more humor I can inject. I work with these 
new PRISMAPASTEL sticks and pencils for just that 


A quicl 
reason—they’re quicker and freer than other media.@ei for t! 
a stroke or two with the stick gives me a uniform egand bac 
or garrison cap . . . and then I switch over to the SMAP. 
for details like the brass on the caps. My favorite infil cou 
batch is the fellow I’ve checked—he looks fresh out: I cou 
officers’ school, eager—and gosh-awful dumb.” with P 
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ow for a more complete drawing, to see how my new friend works 

-A quick outline with a black PRISMAPASTEL pencil (I used the same 
edia.@eil for the lettering) . . . a fast fill-in on the broad areas with the sticks 
rm gand back to the pencils for the final touches. For a guy with a deadline, 
1c PRSMAPASTELS are terrific. No mixing. No messing. They’ve got every 
te ingrI could need, right in one set. This makes a difference in the way I 
sh omk: I could have jumped right into finish without all the preliminaries— 
| with PRISMAPASTELS being so speedy, why take chances?” 
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TV-FILM 
ROUNDTABLE 


by Ralph Porter 


the feature film: “The Key” 


For the past year we have discussed films 
as they relate to the television industry 
and to advertising. Response has been 
gratifying but it has also indicated a 
strong desire on the part of many readers 
to include in this column a pertinent 
evaluation of the more complex forms 
of motion picture production — the 
Feature Film. We have, therefore, ar- 
ranged with the major motion picture 
companies to review all applicable ma- 
terial and to select those films which, 
we feel, are in keeping with the pur- 
pose of this magazine. 

For our first evaluation we have selected 
“The Key”, Carl Foreman’s film which 
has already evoked considerable com- 
ment from critics the world over. Since 
most good and important films have ex- 
cellent photography and other visual 
effects that are, at once, recognizable by 
our readers, and since we assume that 
most of our readers have seen “The 
Key” by now, we have focused our 
attention upon the thematic components 
of the screenplay and upon how this 
philosophical approach was visualized. 


The Key: Starring William Holden, 
Sophia Loren, Trevor Howard. Colum- 
bia release. Produced and adapted for 
the screen by Carl Foreman. Based on 
Jan de Hartog’s novel “Stella”. Directed 
by Carol Reed. 

The Key is an effective and profound 
motion picture which poses several dis- 
turbing philosophical and social ques- 
tions—morality, the dignity of man, 
loneliness in modern society, the futility 
of war. It does not always find the 
solutions, nor does it intend to. Carl 
Foreman presents us with the barren 
stifling realities of our era and lets us 


come to our own conclusions. He does 
this in retrospect against a violent era 
just passed—the second world war. 

The selection of World War II is, 
perhaps, a weakness for it imposes the 
rigidity of a war background upon a 
theme that begs for a post-war evalua- 
tion. Here is a mixture of psychiatric 
nuances, fatalism and anti-war senti- 
ment. 

The story develops in a decrepit ship- 
yard where derelict crippled shell-torn 
ships are brought back miraculously 
by an obsolete rescue flotilla. Each res- 
cue becomes a nightmare of death upon 
these ill-fated mercy tugs. Captains and 
crews live and love for the immediate 
moment, fatalistically, as it were. One 
by one the captains go down with their 
ships and one by one they savor the 
sweet graces of a psychotic woman 
(Sophia Loren) who lost her handsome 
groom-captain at the start of the war 
and now loves him over again through 
each succeeding captain inheriting the 
key to her apartment. 

We pick up this situation as Trevor 
Howard is in possession of the key. He 
is the complete fatalist and willingly 
offers the key to William Holden before 
he ships out to his sea grave. 

Under Carol Reed’s vivid direction 
the crushing futility of such an existence 
bears down upon the entire cast dis- 
pelling any glimmer of hope, of life, of 
love. The pressures of war overwhelm 
even Holden who must forsake his own 
brand of American invincibility at the 
end and turn back to his mercy ship 
and certain death. Mr. Reed wrings out 
every vestige of human emotion and 
thrusts the pitiful residue down to be 
trampled upon. Particularly poignant 
is the drunk scene enacted by Trevor 
Howard. 


The Key falls short of being a great 
universal film because of the unfulfilled 
problems that dangle in the symbolic 
lives of a people doomed to misery 
and death. Is Mr. Foreman saying to 
us now in this post-war era that we, too, 
are doomed? The problem of the war 
itself looms over us constantly but we 
lose contact with it because we never 
see the anguish of Britain's leadership 
in its inability to equip these tugs ade- 
quately. The problem of man’s loneliness 
permeates every scene away from the 
battle-waters but we never understand 
why these stalwart captains who fight for 
the lives of others and who love so 
lustily are plagued with the philosophi- 


cal concept of loneliness. The problem 
of morality hovers over all of Sophia 
Loren’s scenes but we are asked to con- 
done her behavior because of her 
psychosis. All of the silent stoicism in 
her face cannot substitute for a frank 
presentation of this problem. When she 
is jostled into loving Holden thus break- 
ing the hypnotic spell cast by the love 
of her first captain, she behaves very 
much like the cliché woman who runs 
away before an explanation. 

Despite these unanswered questions 
it is extremely gratifying to watch mo- 
tion picture masters at work. There are 
no technical flaws, something the British 
have been proud of for years. The cast 
is superb. The direction compassionate. 
The photography overpowering. If Mr. 
Foreman needed England to probe mo- 
tion picture maturity then more power 
to him. 


Short views 


The Goddess—Paddy Chayefsky’s mature, 
poetic passionate biography of a young 
woman affected by a neurotic society. 
Kim Stanley gets to the depths of her 
character. 

The Fly—An elaborate science fiction 
horror story. Herbert Marshall, Vincent 
Price. 

The Parisienne—By now Brigette Bardot 
and blatant bedroom sex have become 
synonymous. Charles Boyer seems to en- 
joy this acting assignment. What red 
blooded male wouldn't? 

The Case of Dr. Laurent—Jean Gabin 
plays a doctor in this excellent film on 
childbirth and its joys. Sequence of 
actual birth never before photographed 
is fascinating. 

News Bits—“Lawman” new half hour 
Warner Bros. TV series sold to R. J. Rey- 
nolds Tobacco Company for fall, ABC- 
TV network. This is one of the first TV 
packages to come out of the majors... 
“Night Court” a live KTLA show goes 
to Paramount for 78 half-hour films. This 
is another first since no live show went 
to syndication at the price “Night Court” 
rates—One million dollars. A new tech- 
nigue of filming is being used—called 
multiple shooting.... Never before 
shown, the interior of the Royal Palace 
in Madrid becomes a set for “John 
Paul Jones,” the Technirama-Techni- 
color Warner Bros. release. Interesting 
aspects of this innovation are the furnish- 
ings. Same now as when King Alphonso 
XIII lived there. Permission was never 
given for filming before “John Paul 
Jones”. 


| | 
- 
Art | 


oblem 
ophia 
> con- 
in 
frank 


“Most Dramatic 


Photos We've 
Ever Used... 
United Press 
International 


ANOTHER 


UPI 


PICTORIAL 
RESEARCH 
REPORT 4m 


Did the Job!” 


“UPI did the job. Their local experts 
arrived in time to get some of the most 


dramatic photos we’ve ever used,” says 
Harold A. Post, advertising manager 
of C.I.T. Corporation. “Time was the 


big factor. The kind of picture we 
wanted could be taken only during 
one brief span of time. We were con- 
cerned because United Press Interna- 
tional had been contacted late. But 
they made it on time and their work 
was just what we wanted.” 

United Press International is proud 
of its success in servicing the needs of 
its growing list of clients. These clients regularly com- 
ment on how the UPI Commercial Photography Divi- 
sion has saved executive time and money by doing 
difficult assignments in distant places and doing 
them well. 

When used properly, creative photography and in- 
dustrial reporting stimulate sales, support new ideas, 
pin-point applications of products and ideas and pro- 
vide limitless references for all phases of promotional 
work. The recent assignment to report on the con- 
struction of the Moisant International Airport in New 
Orleans for C.I.T. Corporation and its advertising 
agency, Fuller & Smith & Ross, is a case in point. 


The UNITED PRESS INTERNATIONAL 
q ) Commercial Photography Division knows no 
territorial limits in getting case histories and 

photographs, in black and white or color, 
for promotional or institutional use. We are 
ready to serve anywhere in the United States; in fact, any- 
where in the World. For complete information regarding 
your particular research problem, fill out the convenient 


coupon and mail it to us today! 


WEST COAST, San Mateo, Calif. 
113 25th Ave., Enterprise 1-0777 
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Moisant International Airport under construction in New Orleans, La. 
Contractor, B & G Crane Service. Equipment financing by C.I.T. Corporation. 


The photos and story were used in national ads, house 
organs and public relations media. 

Your UPI Pictorial Research project is presented 
to you in an illustrated and documented report of 
product or service usage and operational procedure. 
It will consist of a summary of findings compiled by 
a two-man team; a competent industrial reporter, and 
an experienced UPI photographer. The report will 
include a list of questions and answers, signed state- 
ments, photograph releases and expert photo- 
graphs—in duplicate. You use the reports at 
your discretion for the widest variety of 
promotional and advertising purposes. UJ Pi 


Roy Mehiman, Director 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS INTERNATIONAL 
461 Eighth Ave., New York 1, N. Y. PE 6-8500 
Please send me complete information, including costs, about 
the services checked: 


Pictorial Research Reports 


CENTRAL STATES, Chicago, ‘Ill. 
Tribune Tower; Rm. 636, Whitehall 
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WISE 
ARTISTS 
INSIST ON 


Craftint 


ART PAPERS 
and 

ART PADS 
for every 

Art 
Requirement 


Looking for Art Papers and 
Art Pads? Craftint has them! 
Such variety! Such quality! 
And so popularly priced! 
Craftint Art Papers mean 
perfect drawing surfaces for 
every art requirement! Firm 
finishes that assure perfect 
results with ink...water col- 
ors... crayon... temperas 
... pencil! The variety in 
Craftint Art Pads lets you 
pick the pad that suits you 
best! Tracing... Layout... 
Charcoal ... Bristol... Manila 
... News... Bond...Acetate 


... Palet-Pads ... Drawing National 
and Sketching Books! Ama- distributors 
of the 

teurs and professionals 
agree on Craftint.... for tive 


perfection in quality! 


At art dealers everywhere! 


OMPAN 


TUFFILM 
spray 


artist’s quality 


protective 
shield 

over 

your 
drawing or 
painting 


at all art stores 


M. GRUMBACHER 


482 W. 34th Street, New York 1, N. Y. 


@ Opaque water colors 
for commercial artists 
and illustrators. 
Outstanding for opacity, 
great purity of color, 
and dazzling brilliance. 
May be used 
through air brush. 


that little 
extra IMPORTED 
quality! 


Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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News Gothic Bold 


Series No. 715 


72 pt. 3A 4a 31 


Famous Gothics 


60 pt. 3A 4a 31 


large family 


48 pt. 4A 5a 31 


gains NEW MEMBER! 


42 pt. 4A 60 3-1 


Medium weight 


36 pt. 5A 8a 41 Lower case alphabet 491 pts. Characters per pica .70 


News Gothic Bold 


3 pt. 5A 9a 4-1 Lower case alphabet 404 pts. Characters per pica .84 


COMPLEMENTS THE 
family shown at right 


24 pt. 7A Ila 6&1 Lower case alphabet 333 pts. Characters per pica 1.0 


NEWS GOTHIC BOLD fills 
the gap existing between 


THE NEWS AND ALTERNATES 
and this type face may be used 


14pt. 14A 25a 8-1 Lower case alphabet 214 pts. Characters per pica 1.6 


COMFORTABLY WITH ANY ONE OF THE 
Other Members of ATF’s Gothic Family 


Lightline Gothic 


Monotone Gothic 
News Gothics 


Alternate Gothics 


Franklin Gothics 
and Italic 


Characters in complete font 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ& 
$1234567890¢ 
abcdefgghijkimno 
parstuvwxyz 


The 6, 8, 10 and 12 pt. sizes, not shown here, will be ready and 
in stock by the time this advertisement appears. Ask your ATF 
Authorized Type Dealer for a complete specimen or write to: 


AMERICAN TYPE FOUNDERS, Elizabeth, New Jersey 
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5037 in Cleveland « MAyflower 1-7600 or GRant 1-3639 in Pittsburgh 


Call CHerry 1- 


JEC 


Joint Ethics Committee 
report — art agency vs. client 
(on behalf of artist) 


“Clause 3. 
All changes and additions not due to the fault 
of the artist or agent should be billed to the 
purchaser as an additional and separate charge. 


“Clause 5 

Alterations to artwork should not be made 
without consulting the artist. Where alterations 
are necessary and time permits and where the 
artist has maintained his usual standard of 
quality, he should be given the opportunity of 
making such changes.” 

Code of Fair Practice 


PROBLEM: An out-of-town advertising 
agency, through an art agency, con- 
tracted for a New York artist to execute 
8 illustrations in color for a brochure 
advertising a new hotel. An unusual 
stipulation between ad agency and its 
client required approval of all art by 
client's decorator. First work was satis- 
factory to both ad agency and client. 
Later, trouble developed, involving out- 
of-town trip by artist, corrections, and 
final rejection of entire work by client. 
At this point the artist, having been 
paid $2000 of the $3000 contract, plus 
travel expense, client (the hotel) denied 
further obligation. All parties agreed to 
JEC mediation. 


SETTLEMENT: Hitherto, JEC had thought 
it inadvisable to attempt mediation 
solely through correspondence. In this 
case, however, not only was distance a 
factor, but (unique in JEC experience 
to date) there was no dispute of fact 
involved. The ad agency recognizing 
that most of the artist’s work should 
have been considered satisfactory and 
that he had not been given opportunity 
to redo specific illustrations displeasing 
to client, offered artist $300 in settlement 
of un-completed contract. 

JEC conceded agency was intending 
to be fair, but noted that clauses 3 and 5 
of the Code of Fair Practice (see above) 
had been infringed. In some cases work 
had to be done from blueprints and 
subject to intervention of a third party. 
Committee did not feel all the correc- 
tions and rejections were due to fault 
of the artist. 

The ad agency admitted having cor- 
rected and re-painted some of the work 
in its own art department without con- 
sulting the artist. JEC recommended 
$400 payment as a more equitable settle- 
ment. 


ALA. 
TYPOGRAPHY 


Greater New York 


Ad Service Company 

228 E. 45th Street MUrray Hill 2-3669 
Advertising Agencies’ Service Co., Inc. 

216 E. 45th Street MUrray Hill 7-0590 
Artintype, Inc. 

115 W. 45th Street LUxemburg 2-3675 
Associated Typographers, Inc. 

227 E. 45th Street MUrray Hill 2-1043 
Atlas Typographic Service, Inc. 

227 E. 45th Street MUrray Hill 7-0314 
Central Zone Press, Inc. 

305 E. 45th Street MUrray Hill 4-2727 
The Composing Room, Inc. 

130 W. 46th Street JUdson 2-0100 
Composition Service, Inc. 

229 W. 28th Street PEnnsylivania 6-1864 
Diamant Typographic Service, Inc. 

140 W. 17th Street WAtkins 9-0717 
A. T. Edwards Typography, Inc. 

209 W. 38th Street Wisconsin 7-4026 
Graphic Arts Typographers, Inc. 

304 E. 54th Street MUrray Hill 8-1220 
Huxley House 

216 E. 45th Street MUrray Hill 7-1050 
Imperial Ad Service 

37 W. 47th Street JUdson 6-1437 
King Typographic Service Corp. 

330 W. 42nd Street LOngacre 3-4423 
Linocraft Typographers, Inc. 

333 W. 52nd Street PLaza 7-8295 
Master Typo Company 

461 Eighth Avenue Wisconsin 7-6272 
Chris F. Olsen 

305 45th Street MUrray Hill 4-3570 
Frederic Nelson Phillips, Inc, 

305 E. 45th Street MUrray Hill 4-3940 
Philmac Typographers, Inc. 

318 W. 39th Street LOngacre 3-3170 
Royal Typographers, Inc. 

311 W. 43rd Street JUdson 2-3250 
Frederick W. Schmidt, Inc. 

228 E. 45th Street MuUrray Hill 7-3550 
Harry Silverstein, Inc. 

305 E. 47th Street PLaza 5-5035 
Supreme Ad Service, Inc. 

228 E. 45th Street MUrray Hill 7-0650 
Tri-Arts Press, Inc. 

331 E. 38th Street MUrray Hili 6-4242 
Typographic Craftsmen, Inc. 

216 E. 45th Street MUrray Hill 7-8383 
The Typographic Service Co. 

305 E. 45th Street MUrray Hill 6-6670 
Vanderbilt-Jackson Typography, Inc. 

110 Greenwich Street 


Kurt H. Volk, Inc. 
228 E. 45th Street MUrray Hill 2-1840 


NEW YORK GROUP 
Advertising Typographers 
Association of America, Inc. 
461 Eighth Avenue 
New York 1, New York 
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Like to torture your fellow man? Try this: Ask an advertising man to 
give your problem the best thinking he and his shop can produce. Let them 
spend hours... and gallons of perspiration . . . coordinating compelling design 


with superb copy. 


Then, insist on indifferent typography. 


Honest, you’ll die laughing at their agony. Because you know .. . and they know ... 


and everybody knows you could have had excellent typography at no more cost! 


Just ask the many, many, many production men and art directors who have no 
heart trouble at all. They use A.T.A. shops. 


WHAT IS A.T.A.? 


A.T.A. stands for the Advertising Typographers 
Association of America, inc., formed by the 
craftsmen who pioneered typography for ‘‘sales- 
manship in print."’ For 37 years, A.T.A. members 
have specialized in the needs of advertisers. 
Advertisers and their agencies rely on A.T.A. 
members for quality, promptness, wide type 
selections and authentic production economy. 


NEW YORK GROUP 


Walter Dew, Executive Secretary 
461 Eighth Avenue, New York 1, New York 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
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dimensionally stable mat will 
improve newscolor register; 
silk screen press prints 1500 
52x76 sheets per hour 


STABLE MAT: A dimensionally stable mat 
for high quality newspaper ROP color 
reproduction has been developed. The 
Chicago Tribune has been using the mat 
for the past several months for most of 
its full page four-color work. A combina- 
tion of glass and wood-cellulose fibers in 
the mat improves tone values and elimi- 
nates shrinkage variation after the first 
stereotype cast has been made. The new 
mat can be dried in 5 minutes under 
direct pressure compared to the 25 min- 
ute drying time required for mats pre- 
viously used in ROP work. Not yet on 
the market, the mat is the result of 
cooperative research between the Tri- 
bune’s production staff, Color Produc- 
tion Service, and Burgess Mat Co. 


GRISWOLD RETIRES: Much of the quality 


_and billings growth of the lithographic 


industry in recent years has been due to 
the work of the Lithographic Technical 
Foundation. And much of the LTF’s 
contribution to the field has been the 
result of the work of a small group of 
men, including LTF Executive Director 
Wade E. Griswold. This summer, after 
14 years of service with LTF Mr. Gris- 
wold has retired. 


HIGH-SPEED SILK SCREEN: New 52x 76 silk 
screen press handles sheets at speeds of 


1500 per hour. Designed for producers 
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of ‘olding cartons and posters, prints, 
glues, varnishes, etc., on wide variety of 
paper, board, plastic, foil, etc. 


LETTERPRESS FORUM: ‘The first comprehen- 
sive survey of technological trends in the 
future of letterpress will be telecast 
“live” to a closed-circuit TV audience of 
over 1000 letterpress printers at New 
York’s Hotel Statler, September 27. The 
all-day session will feature demonstra- 
tions of products and processes never 
before shown publicly. Included will be 
a demonstration of Du Pont’s much dis- 
cussed photopolymer printing plate. PDI 
will show its Time-Life electronic color 
scanner. Fairchild will demonstrate the 
Scan-A-Sizer. Other demonstrations will 
feature the Consolidated Vario-Klischo- 
graph, Dow powderless etching machine, 
3M electronically controlled makeready 
system, Eastman Kodak's 3-color letter- 
press process. 


ABCDEFGHIJKL 
abcdefgghijklm 
1234567890 


ATF NEWS GOTHIC BOLD: New weight of 
normal width in Gothic family now 
available in 6, 8, 10, 12, 14, 18, 24, 30, 
36, 42, 48, 60 and 72 point sizes. 


TYPE SPECIMENS: Showings from Amster- 
dam Continental include folder with 
one-line specimens of 105 imported 
faces plus folders showing Erasmus and 
Raffia initials, Reiner Black and Boule- 
vard, City Bold and Regina. 268 Fourth 
Ave., New York 10, N. Y. 


PHOTO NOTES: Kodacolor transparencies 
from 135 to 828 sizes can now be obtained 


from color negatives through dealers’ 


offering Kodak processing and printing 
of Kodacolor film...Super Anscochrome 
Tungsten Type, the world’s fastest in- 
door color film, is now available in 
120 size. 


important detail 


MIOINISIEIN] typographers 


CHICAGO - LOS ANGELES 


JACK WARD COLOR SERVICE 


DUPLICATE 


TRANSPARENCIES 


SAVE TIME, SAVE MONEY, 
GET BETTER RESULTS. 


Why buy less than the best . . . Jack Warp Cotor Service duplicate 
transparencies, assemblies, and separation negatives give you the 
utmost in color fidelity, can save up to hundreds of dollars on your 
engraving costs. Be assured you are getting the best that money can 
buy. Write or phone Jack Ward Color Service about your very next 
color problem. 

Slides ... Dye Transfer Prints . .. Art Copies... Printons.. Type 
“C” Prints ... Kodacolor . . . Ektacolor. 


JACK WARD COLOR SERVICE, inc. 


202 East 44th Street, New York 17, New York 
MuUrray Hill 7-1396 
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14 EAST 39th STREET, NEW YORK 16, N.Y. 


OPEN FACES (0) [22(0) 


IBOUR@® 
[BORO any size 


BORO BORO 
BORO BORO 
BORO BORO 


ONE DOLLAR A WORD BORO 
@ 0 FILM LETTERING 


BORO 


INC. 
GR 5-7850 


TYPOGRAPHERS, 
37 East 2ist Street, N.Y. 10 


“Ftlem’s Four Pages,” 


in ART MATERIALS 
Write for ‘ 


our interesting art 
FREE on request, 


A. L Inc. 
‘QUALITY ART MATERIALS 


ialist in the placement of art personnel 


FRANK 
BOWLING 


630 Fifth Avenue, New York 20, N.Y. 
Circie 6-0276 


by appointment only 


calendar 


Sept. 5-8 . . . Mail Advertising Service Asso- 
ciation, 37th annual convention, Chase-Park 
Plaza, St. Louis. 


Sept. 7-19 . . . Art Directors Club of Atlanta, 
Eighth Annual Exhibit, Main Gallery of 
Atlanta Art Association. 


Sept. 10-12 . . . Direct Mail Advertising Asso- 
ciation, 4lst annual convention, Chase-Park 
Plaza, St. Louis. 


Sept. 11-30 . . . Exhibition of Graphic Art by 
Louis Silverstein, promotional AD of N. Y. 
Times, at School of Visual Arts. 9:00 AM- 
10:00 PM Mon., Tues., Wed.; 9:00 AM-4:00 
PM Thurs., Fri. Artist is on faculty at SVA. 


Sept. 15-17... Third Annual Newspaper ROP 
Color Conference, Waldorf-Astoria, New York. 


Sept. 20-25 . . . Venice Advertising Film Fes- 
tival, the Lido. 


Oct. 2 . . . Advertising Research Foundation, 
Fourth Annual Conference, on Measuring the 
Effectiveness of Advertising. At Waldort- 
Astoria, New York. 


Oct. 18-21... American Society of Industrial 
Designers, 14th Annual Design Conference & 
Meeting, Bedford Springs, Pa. 


Nov. 1-15 . . . Annual Awards Exhibition, Art 
Director's Club of St. Louis, Stix, Baer & Fuller 
Exhibition Hall. 


December .. . Art Directors Club of Memphis, 
annual exhibition. Gallery A, Brooks Memo- 
rial Art Gallery. 


Through December .. . At Pritchard & Rob- 
erts, Inc., Chicago: Works of American 
ceramic artist J. T. Abernathy; First Chicago 
Exhibition by European painter Alexander 
Bozickovic. 


May 1959... Art Directors Club of Milwaukee 
Exhibit to be held in conjunction with Careers 
in Visual Communications Conference. 


May 8. 1959 . . . Preview of 24th Annual 
Show, Philadelphia Art Directors Club, at 
the Commercial Museum. Awards Dinner- 
Dance May 16, at Warwick Hotel. 


Arts Club of Chicago . . . Oct. 1-30, Surreal- 
sism Then and Now; Nov. 7-Dec. 7, Sculpture 
by Leonard Baskin, Joseph Glasco, Seymour 
Lipton, Julius Schmidt, Ilia Schor, and Fred 
Farr; Dec. 15-Jan. 25, Drawings and Small 
Sculpture. 

Museum of Primitive Art .. . Through Oct. 18, 
African Art from New York Private Collec- 
tions. 


New York Historical Society . . . Prints of New 
York and American history. Continuous. 


The Philadelphia Art Alliance . . . Through 
Sept. 24, memorabilia of artists; Nov. 28-Dec. 
28, Exhibition of Philadelphia Sculpture. 


Portland Art Museum .. . Sept. 23-Oct. 3, 
Exhibition of Calligraphy. 
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Maude Lennox Personne! Service, Inc. 


Client— Distillers 
Agency— Warwick & Legler 

Art Director— Les Silvas 
Photographer— Irving Penn 
Color Transparency Retoucher: 
Estelle Friedman Assoc. 

141 E. 44th St., N. Y. 17, N.Y. 
MU 7-7194 
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NEW YORK 36 
MUrroy Hill 2-2462 


BEWARE the bright-eyed tyro, 

(ideas galore, experience zero) 

his arty art and budding skill 

will show up swell on engraver’s bill. 


NO SUBSTITUTE has yet been found 
for knowledge that is true and sound. 
We pride ourselves at J.D.S. 

on doing things fast and right for less. 


STOP wasting time and hard-earned dough, 
call up the studio in the know. 


NOW IS THE TIME to make a switch: 
phone J.D.S. and join the rich! 


JACQUES DUCAS STUDIOS 


112 EAST 31 STREET. NEW YORK 16, N.Y. e MURRAY HILL 39-3141 
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by Dr. Irving A. Taylor 


One of the questions which must be 
answered everytime a new product is 
created is, “What colors to use?” Ade- 
quate answers are rarely simple since the 
problem is extremely complex. There 
are several areas which have attempted 
to clarify the problem of color appli- 
cation. 

The first and apparently the most 
direct approach would be to study the 
physiology of color vision. The opera- 
tion of the cones in the retina directly 
related to color experience is both uni- 
form and universal. Experiments have 
shown that the normal eye can respond 
to 150 gradations of hue or color, 200 
gradations of value or brightness, and 
20 gradations of chroma or saturation. 
With the recent development of methods 
for producing greater color intensities 
new research may reveal that the eye 
can respond to even larger ranges. The 
designer, however, is still far from being 
able to produce values to which the 
eye can respond. The intensity of sun- 
light, for example, is 800,000 times the 
intensity of moonlight, whereas white 
paper is only 60 times lighter than black 
paper. The importance of the biological 
bases of color vision is also indicated by 
the rather consistent order of color pre- 
ferences obtained in various experi- 
ments. Reliable responses can also be 
predicted from dynamic characteristics 
of color, such as color contrast. A group 


color 
empathy 


of meat markets recently painted their 
walls blue-green and used green sawdust 
to increase the redness and brightness 
of their meats. However our knowledge 
of the physiology of color vision is 
unfortunately far too limited at present 
to be useful. There are several conflict- 
ing theories and little general agreement 
on the exact nature of color vision. 
There is a basic fallacy, moreover, in 
much physiological research which as- 
sumes that color is merely an “objective” 
process involving wave lengths and cones 
unrelated to emotions, personality, and 
cultural forces. A narrow physiological 
approach, therefore, may be misleading 
in understanding color phenomena. 
Esthetic principles of color afford an- 
other source from which an answer is 
frequently sought. It would seem that 
after centuries of examination and analy- 
sis by philosophers and estheticians a 
body of reliable knowledge would 
emerge. One may read, for example, that 
two light values should not be combined. 
Research however shows that there is a 
greater preference for hues of either low 
value difference or high value difference 
over medium differences, One also hears 
that cool colors are for backgrounds and 
warm colors for foreground. Cézanne, of 
course, and many creative designers have 
convincingly shown otherwise. The basic 
fallacy underlying this type of esthetic 
approach is the assumption that there 


are color “rules.” A psychologist once 
noted what might be the only reliable 
principle, that any color or color com- 
bination may at one time or another be 
pleasing, according to the context or 
purpose. 

A promising attempt was made to 
study color preference objectively in 
the field known as experimental esthe- 
tics, started by Fechner in 1879. Three 
useful methods were developed: the 
method of selection where subjects indi- 
cate their preferences for various colors; 
the method of construction where sub- 
jects select from a variety of colors the 
one which they think most suitable for 
a particular object; and the method of 
use involving an analysis of what colors 
are frequently or most successfully used. 
The roots of market research lie in ex- 
perimental esthetics. Several large in- 
vestigations using the method of 
selection have shown the following color 
(saturated) preference hierarchy, from 
most to least preferred: red, blue, violet- 
blue, violet, green-blue, green, violet- 
red, blue-violet, red-violet, green-yellow, 
orange, orange-red, yellow-orange, yellow, 
orange-yellow, and yellow-green. It is also 
generally found that preference is affected 
first by hue, second by value, and last by 
saturation. These results, particularly the 
color preference sequence, are extremely 
misleading. Only in the isolated and 
monotonous atmosphere of the labora- 
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tory where hues are presented out of 
context does a subject dislike orange- 
yellow and yellow-green. The former has 
universal appeal during sunsets or sun- 
rises and the latter is an appreciated part 
of spring foliage. The fallacy of experi- 
mental esthetics is that of generalizing 
from isolated experiences. It would seem 
that color must be viewed essentially 
as an aspect of a larger unit affected by 
form, function, material, etc. It is this 
larger unit which determines color pre- 
ference in a particular situation. Pale 
cream, for example, rates low in an 
isolated laboratory experiment but high 
as a soap color; red and blue rate high 
in the isolated experiment but low as 
soap colors, at least at present. 

Market research, a fourth approach 
to the problem, has attempted to more 
realistically answer questions concern- 
ing color use. In addition to the methods 
mentioned above, introspection and pro- 
jection, more flexible and frequently 
more fruitful, are used. Most market 
research studies are concerned with color 
preferences and effects. Typical studies 
reveal that yellow and orange are pre- 
ferred for publicity on building ma- 
terials, that yellow and green are best 
for summer beverage advertisement, or 
that fifty per cent of the toothbrushes 
sold in dime stores have red handles, 
while amber handles are found in higher 
priced stores. Probably the most mus- 
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RAPID FILM - 


LETTERING 


$1.00 PER WORD: 


Reduced or enlarged to fit your layout . , 
No photo-print charge! .. . 
charge! . . . Unlimited choice of styles! . 


FREE specimen chart on request. Write or ‘call 


RAPID TYPOGRAPHERS INC. 


305 EAST 46TH STREET,NEW YORK 
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No photostat charge! . 
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. 24 hour service! New 


MU 8-2445 


Studio Roman FL 3-8133 
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Nike: INC. 
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leading fallacy in market research is the 
assumption of “best.” What is best ap- 
plies only to a particular time or place 
and generally changes before its dis- 
covery can be used. It would seem that 
the search for the best is not only mis- 
leading but restrictive of creative talent. 

The most successful approach taken 
by most designers regarding what color 
to use is an intuitive one. The process, 
properly called color empathy, is fre- 
quently spontaneous and based on many 
years of accumulated experience. There 
are many important psychological im- 
plications of this “color sense.” Emotions 
have long been associated with color. 
Projective techniques such as the “ink 
blot” test interpret an individual’s emo- 
tional character in terms of how he 
responds to and integrates color por- 
tions with the rest of the ink blot. 
Differences in personality have also been 
identified in terms of color pattern 
preferences. All this of course is not 
new; we frequently describe our emo- 
tions in color terms. 

Actually color is an intermediate ex- 
perience between seeing and feeling just 
as music lies somewhere between, and 
relates, feeling with hearing. It is not 
surprising, therefore, to find strong as- 
sociation between music and color or 
between color and emotions. Some people 
actually get a strong color sensation with 
various tastes, smells, or sounds (known 
as colored hearing). Form in design, on 
the other hand, has been found to be 
more related to intellectual processes. 

Research in color empathics has shown 
that reactions are not random, although 
far from standardized. Certain associa- 
tions with colors are very consistent: 
light colors are invariably described as 
breath-like and pale, dark colors as 
gloomy; saturated red, orange, and yel- 
low are never associated with cold, and 
saturated blue never with warm; cheer- 
fulness is rarely associated with grayish, 
whitish or blackish. Of course traditional 
symbolic usages frequently artificially 
create -associations. Purple for royalty 
is undoubtedly a Western idea. On the 
other hand, some colors may take on 
conflicting symbolic meanings — a red 
light may mean stop in one place and 
go at another. 

Attempts have been made to stand- 
ardize color meanings, particularly in 
industry. The Safety Color Code de- 
vised by the American Standards Associ- 
ation suggested the following: red for 
fire, dangers, and stop; orange for 
dangerous areas; yellow or green for cau- 
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tion; green for safety; purple for radia- 
tion; and black and white for traffic. 
This attempt at standardization how- 
ever, seems unsystematic and perhaps 
premature in the absence of substantial 
color empathic research. 

Color has many other interesting ef- 
fects on individuals. It has been success- 
ful as an aid to medical and psychologi- 
cal therapy. Most designers are familiar 
with the extent to which variations in 
color can be used to alter the perception 
of objects, size, distance, and even shape. 
One interesting reaction which probably 
has it roots in biology is that it can 
produce a predictable change in experi- 
encing room temperature. Several large 
restaurants have noted a marked de- 
crease in requests for heat when warm 
colors were added to walls and decora- 
tions. Why does color have this appreci- 
able effect on us? 

Although far from fully explaining 
color empathy, three basic psychological 
principles seem to be involved. The first, 
sort of an isomorphic principle, holds 
that there is something inherent in the 
perception of a color that is similar to 
the dynamics of an emotion, that various 
colors look the way various feelings feel. 
Why the bonds between particular 
colors and emotions is not yet known. 
Color empathics, therefore, will not be 
understood until the psychology of emo- 
tions is. However, when particular colors 
are found to be associated with parti- 
cular emotions the principle of color 
induction then becomes important. 
Simply, induction means that having 
once evoked feelings by colors, a gradual 
change in the latter will produce cor- 
responding and predictable changes in 
the former. This has implications for 
changing color preferences when one 
considers next the principle of a color 
accommodation. Most designers are fami- 
liar with the fact that people get used 
to almost any color pattern if adequately 
presented under proper conditions. 

All of this of course requires a great 
deal more research. An understanding 
of the dynamics of color empathy would 
be an invaluable aid to those concerned 
with color in design. It may even suggest 
a way to elevate or cultivate a color 
sense in the public. 


Send questions which you would like 
to have answered on design psychology 
to Dr.. Irving A. Taylor, Pratt Institute, 
Brooklyn 5, N.Y. 
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Akron, Ohio: 
The Akron 
Typesetting Co. 
Atlanta, Georgia: 
Higgins-McArthur 
Company 
Baltimore, Maryland: 
The Maran Printing 
Company 
Boston, Massachusetts: 
The Berkeley Press 
H. G. McMennamin 
Machine 
Composition Co. 
Buffalo, New York: 
Sahlin Typographic 
Service 
Chicago, Illinois: 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson- 
Kovats, Inc. 
Frederic Ryder 
Company 
Cincinnati, Ohio: 
The J. W. Ford 
Company 
Cleveland, Ohio: 
Bohme & 
Blinkmann, Inc. 
Schlick-Barner- 
Hayden, Inc. 
Skelly Typesetting 
Co., Inc. 
Columbus, Ohio: 
Yaeger Typesetting 
Co., Inc. 
Dallas, Texas: 
Jaggars-Chiles- 
Stovall, Inc. 


Dayton, Ohio: 
Dayton Typographic 
Service 
Denver, Colorado: 
The A. B. 
Hirschfeld Press 
Hoflund-Schmidt 
Typographic 
Service 
Detroit, Michigan: 
Arnold-Powers, Inc. 
The Thos. PR. Henry Co. 
George Willens & 
Company 
Indianapolis, Indiana: 
The Typographic 
Service Co., Inc. 
Kalamazoo, Michigan: 
Mahoney 
Typographers, Inc. 
Los Angeles, California: 
Adtype Service Co., Inc. 
Milwaukee, Wisconsin: 
Arrow Press 
Minneapolis, 
Minnesota: 
Duragraph, Inc. 


New York, New York: 
Ad Service Company 
Advertising Agencies’ 
Service Co., Inc. 
Artintype, Inc. 
Associated 
Typographers, Inc. 
Atlas Typographic 
Service, Inc. 
Central Zone Press, Inc. 
The Composing 
Room, Inc. 
Composition 
Service, Inc. 
Diamant Typographic 
Service, Inc. 
A. T. Edwards 
Typography, Inc. 
Graphic Arts 
Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic 
Service Corp. 
Linocraft 
Typographers, Inc. 
Master Typo 
Company 
Chris E Olsen 
Frederic Nelson 
Phillips, Inc. 
Philmac 
Typographers, Inc. 
Royal Typographers, 
Inc. 
Frederick W. 
Schmidt, Inc. 
Harry Silverstein, 
Inc. 
Supreme 
Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic 
Craftsmen, Inc. 
The Typographic 
Service Co. 
Vanderbilt-Jackson 
Typography, Inc. 
Kurt H. Volk, Inc. 


Newark, 

New Jersey: 

Barton Press 

William Patrick Co., 
Inc. 

Philadelphia, 

Pennsylvania: 

Walter T. 
Armstrong, Inc. 

Alfred J. Jordan, Inc. 

Progressive 
Composition Co. 

Typographic Service, 
Inc. 


Portland, Oregon: 
Paul O. Giesey, 
Adcrafters 


St. Louis, Missouri: 
Warwick 
Typographers, Inc. 
Seattle, Washington: 
Frank McCaffrey 
Toronto, Canada: 
Cooper & Beatty, Ltd. 


&.. are only four reasons 


for insisting on good typography 
in an advertisement: 


. To make it attract sooner 
. To make it explain more clearly 
. To make it read more easily 


. To make it persuade more quickly 


Those are pretty basic reasons, 
however, for giving more than just 
a passing thought to creative 

(or selling) typography. 

It’s a sound idea—and it costs no 
more—to use one of the ATA 
members listed on this page for 


your typography. 


of America, Inc. 


O 
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Milwaukee officers Left to right, 
new officers of 


the Art Directors Club of Milwaukee, 
vice-president Arthur Beier, of Andrews 
Advertising Agency; president Fred 
Terry, of Hoffman & York, Inc.; treas- 
urer John Steinke, of Frank H. Bercker 
Studios; secretary Ralph Cavan of 
Slater-Rost Studios. Members of the 
board not pictured are retiring president 
Everett Edelman of Phillip Litho; Frank 
H. Bercker of Frank H. Bercker Studios; 
and Al Jacobs of John Higgs Studios. 
President Terry predicts “art directors in 
1958-59 will reach a new level in the 
creation of fresh techniques for visual sell- 
ing to a steadily more perceptive buyer 
market.” He said the reasons for his state- 
ment were the public’s better education, 
greater interest in art, as well as the cur- 
rent more effective advertising and the 
growing development and merchandising 
of new products. : 

The club plans to hold its 1959 exhibit 
in May. A Careers in Visual Communica- 
tions conference will be held in conjunc- 
tion with the exhibit, to enable students, 
teachers and parents to confer with art 
directors on advertising art as a profes- 
sion. 


SAD pi RECTION 


New York club 
plans 40th anniversary 


Celebration of the Art Directors Club 
of New York's 40th anniversary will be 
held in 1960. An Il-man committee, 
headed by Ed Cerullo, and advised by 
Nathaniel Pousette-Dart, who was the 
club’s original historian, is planning an 
exhibition of materials marking historic 
events and accomplishments. 


Los Angeles elects, Newly elected 


plans year officers of the 
Art Directors 
Club of Los Angeles are, from left, front 
row, Norman Schmidtke McCann-Erick- 
son; second vice president; Dale Puck- 
ett, Calkins & Holden, treasurer; Doug- 
las Kennedy, Hixon-Jorgensen, first vice 
president; and perched in back, Hugo 
Hammer, Dozier-Eastman & Co., presi- 
dent; Duane Gordon, Stromberger, La- 
Vene, McKenzie, secretary. Retiring 
president Michael Such and Bill Tara 
were named to the board of governors. 
Three who continue as governors are 
Jack Roberts, Marshall Taft and Dick 
Stow. 
The club is planning to hold its 14th 


Annual Western States Exhibition of 
Advertising and Editorial Art in 1959, 
expanding the scope over the 1958 show 
which totaled more than 3600 entries. 
The club also plans to increase its edu- 
cational activities. 


St. Louis club At left, Rob 
hears about outdoor art ert Robison, 


president of 
the St. Louis Art Directors’ Club, and 
Howard Scott, creative consultant to 
Outdoor Advertising, Inc., New York, 
display one of Scott’s posters at a meet- 
ing of the St. Louis club. Scott, a lead- 
ing poster artist known for his human 
interest series for Esso, Ford and Heinz, 
told the art directors that the artist 
should be a major member of the crea- 
tive team starting with the initial meet- 
ing. The poster today, he said, must not 
only sell but must also convey product 
image, corporate image and must gen- 
erate good public relations as well. The 
poster “should seize a moment, exploit 
a situation with one daring sweep of 
design. The poster is not a portrait, nor 
a still-life study—it is an impression, a 
flash of good design, a pattern of color— 
all that can be told of a sales message 
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ee 
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in the passing of an instant. It is dra- 
matic and imaginative and profoundly 
sincere.” 


The first Brad- 
tord - Robinson 
Direct Mail De- 
sign Award was presented to the Art 
Directors Club of Denver for “improve- 
ment in design, use and quality of the 
direct mail advertising in the Rocky 
Mountain area.” Gene Kramer, left, 
president of the club and AD for Bradley 
Lane Advertising Agency, accepts the 
certificate from Rollie W. Bradford, cen- 
ter, president of the 77-year-old printing 
firm presenting the award. At right is Bill 
Moomey, AD of the Adolph Coors Co., 
and first president of the Denver club. 
The Denver club is three years old and 
has been in the NSAD for a year. Denver's 
Second Annual of Advertising and Edi- 
torial Art is currently being published. 


Denver club wins 
a direct mail award 


Atlanta holds Eighth Sept. 7-19 


Awards in 14 categories plus a Best in 
Show Gold Medal will be presented at 
the Art Directors Club of Atlanta’s 
Eighth Annual Exhibit. The show will 
be held at the Main Gallery, Atlanta Art 
Association, Sept. 7-19. Judging, to be 
based on top quality in design, technique 
and merchandising effect, will be carried 
out by a panel of judges headed by Paul 
Smith, president of Calkins & Holden, 
New York. 


Southern clubs urged 
to hold regional exhibitions 


Che Richmond Art Directors Club heard 

Arthur Hawkins, executive committee 
member of the New York club, urge 
southern clubs to cooperate in holding 
annual exhibitions of southern a vertis- 
ing art. Each club would alternate as key 
sponsor and host. After the exhibition 
run in the key sponsor's city, the show 
would travel to other clubs in the region. 
Hawkins suggested a three-man panel 
should be selected from nonsouthern 
clubs to judge the shows. 


The regional shows would be benefi- 
cial, Hawkins said, solving problems fac- 
ing both individual clubs and Art 
Direction magazine. Some small clubs 
find it difficult to present an annual ex- 
hibition of sufficient interest to the-r 
communities. There is also a growing 
problem of giving adequate coverage in 
Art Direction since so many clubs have 
been formed. 


chapter clips 


Atlanta: President Baron G. Roberts’ ar- 
ticle on art directing, which appeared 
in Southern Advertising and Publishing, 
emphasized the AD’s growing impor- 
tance in advertising: “Art is the most 
maneuverable and emphatic vehicle for 
the soft-sell approach, which is part of 
the visioneering category. Visioneering 
is purely a set of rules that shows how 
to utilize the fastest route to sales.” 
Philadelphia: Annuals from 1921-27, said 
to be in excellent condition, available 
from Eugene Schwartz, Conlyn Towers, 
1418 Conlyn St., Philadelphia 41. 


t 


Obie has gone William Oberhardt, 

portraitist, illustrator, 
sculptor, died of a heart attack July 
22, 1958 at his Pelham home. Obie graced 
this world for 75 years. For half a cen- 
tury his charcoal portraits of famous 
Americans have portrayed men’s souls 
as well as their faces. Vol. 1, No. 1 of 
Time, March 3, 1923, (cover format 
designed by Gordon Aymar), featured 
an. Obie portrait of House Speaker 
Uncle Joe Cannon. 

Harding, Hoover, Eisenhower, Nixon, 
Baruch, Bunche, Dulles, and Francis 
Cardinal Spellman were just some of the 
notables who sat for Obie. And sit every- 


one did, for Obie would not work from 
photographs nor from scrap. He would 
not, could not, simply put on paper a 
man’s face. And ,to capture his subject's 
spirit and individuality he drew them all 
from life. 

Born in Guttenberg, N. J., Obie 
studied at the National Academy of 
Design in New York and the Royal 
Academy of Fine Arts in Munich. A 
member of the Art Directors Club of 
New York and the Society of Illustrators, 
Obie also had sketched many of the 
members of both organizations. His self- 
portrait is shown here. Just a little over 
a year ago he was honored at luncheons 
and dinners held by both groups and by 
an exhibit at the National Arts Club 
devoted to four decades of his work. 
Obie was also a member of the New 
Rochelle Art Association, the Artists 
Guild, and the National Academy, His 
work has been shown in countless ex- 
hibits and museums, enhances many pri- 
vate collections, has won many awards. 


J. A. Mulcahy named = AD Joseph A. 
vp, art, at J. C. Dillon Mulcahy of 
the J. C. Dil- 


lon Co., Inc., letterpress, offset and sheet 
fed gravure printers, 227 E. 45 St., New 
York, and Long Island City, has been 
appointed vice president in charge of 
art. With the Dillon company since 1934, 
Mulcahy is an authority on the use of 
foil and acetate for sheet fed gravure 


printing. 


Gussin forms new 
creative, merchandising service 


An entirely new concept in advertising 
services will be offered to agencies and 
company advertising departments by a 
company formed this week by Lawrence 
Gussin. The new organization, the Law- 
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rence Gussin Company, includes a com- 
plete art and photography studio, as 
well as a separate department special- 
izing in merchandising and promotion 
services with creative plans and copy 
personnel. 

Announcing the formation of his own 
company, Lawrence Gussin confirmed 
report of the dissolution of Gussin- 
Radin Inc. The head of the new com- 
pany, Mr. Gussin has been an Art Editor 
of House Beautiful, consulting art direc- 
tor to pharmaceutical, fashion and in- 
dustrial accounts, head of his own pho- 
tography and art services, and author of 
numerous articles in the trade press. 
Lawrence Gussin Co. will be at 220 W 
42 St., N.Y.C 


TOMORROW 
1 WILL BE ABLE TO BUY 3 
FOR THE PRICE | WOULD ORDINARILY PAY FOR 1 
BECAUSE T 


OMORROW 
BILLY TAUB, A GREAT MAN'S STORE, 1S 


AT FANTASTIC PRICES 


A going-out-of-busi- 
ness sales announce- 
ment in the daily 
press uses shock value of Jules Alexan- 
der’s photograph plus bold piled on 
bold type for copy’s strong sell. This 
solution by AD Nick Giglia, Harold 
Miller agency, for client Billy Taub 
clothiers, to win attention away from 
overwhelming competition in news- 
papers, make strong point for immediate 
response. Copy, Harold Miller. Model, 
Jack Murphy. 


Shocker-stopper 
hard sells 


8 out of 10 
like outdoor art—Starch 


The second Starch study of public reac- 
tion to outdoor advertising confirms re- 
sults of the first research project held a 
year ago, that eight out of 10 people 
find outdoor advertising attractive and 
pleasant to see. The second study con- 
firmed results shown in the first study 
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in spite of attacks on the medium during 
the 12-month interval between the stud- 
ies, emphasized Warner R. Moore, presi- 
dent of Outdoor Advertising Inc., in 
releasing the report. The studies, based 
on a probability sample of all U.S. urban 
posting markets of 2500 population and 
over, were restricted to the standardized 
outdoor medium, 24- and 30-sheet pos- 
ters and painted bulletins. The studies 
found that 84 percent of all respondents 
find outdoor advertising in good taste 
and that 69 percent find it a relief from 
the monotony of driving. 


TAB delegates McMahan Theatre- 
to Venice festival screen Ad- 

vertising 
Bureau has appointed Harry Wayne 
McMahan the United States delegate to 
the Venice Advertising Film Festival to 
be held on the Lido, Venice, Sept. 20-25. 
TAB is the American member of the 
International Screen Advertising Serv- 
ices, sponsor of the competition. Mc- 
Mahan, vice president in charge of tv 
commercial operations at Leo Burnett 
Co., Chicago, is an authority on theatre- 
screen and tv commercials, a frequent 
speaker at programs of American and 
European advertising organizations, and 
author of books on tv. 


Des Moines ADs 
plan 2nd show 


New categories in both design and art 
classifications will be provided in the 
Second Anual Exhibition of Advertising 
and Editorial Art to be held by the Art 
Directors and Artists Association of Des 
Moines. The show, tentatively scheduled 
to open the first week of April, 1959, 


/ September 1958 


will allow experimental entries, not 
printed or published, in both design and 
art classifications. Details from the club, 
at Box 265, Des Moines 1, Ia. 

A recent meeting of the organization 
included a watercolor demonstration 
film featuring Rex Brandt, a member 
of the California Watercolor Society and 
the American Watercolor Society. He 
teaches watercolor at Chouinard Art 
Institute. 


Hy Radin Associates formed 


A new sales promotion agency and art 
studio service has been formed by Hy 
Radin, formerly president of Gussin- 
Radin Studios. The expanded service 
operation is at 150 E. 35th St., OR- 
9-8232. 


A Lebow Suit 
Worth Shipping Ineo 


Line photograph To illustrate prod- 
against straight uct’s selling point, 
shot—sales point lightness of material, 

AD Gene Hoover of 
Henry J. Kaufman & Associates, Wash- 
ington agency for Lebow Clothes, used 
line photograph of suited model against 
page background of suiting. Client’s 
original instructions were, photograph 
a man standing behind material (to 
illustrate material’s lightness). Hoover 
thought one or the other of the elements 
would lose definition, so he decided to 
make separate shots and doubleprint 
them. For photograph of model John 
Macdonald, photographer Philip Stearns 
of New York used extreme contrast 
lighting. Resulting line negative needed 
no retouching. Type headline and text, 
Bulmer, by Progressive Composition Co., 
Philadelphia. 
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Package design workshop 
begins at Pratt Sept. 16 


Second Annual Package Design Work- 
shop begins at Pratt Institute, Tuesday 
evening, Sept. 16, and continues for 15 
consecutive Tuesday evenings. Work- 
shop director will be Robert I. Goldberg, 
FPDC, packaging designer, consultant 
and educator. Registration must be com- 
pleted during the week of Sept. 8 at 
Pratt Institute Evening Art School, 221 
Ryerson St., Brooklyn. 


‘oom Dobba:..the Two-Tone GAMERIRD 


Running away 
from the very 
slick, carefully 
detailed pix used so much in men’s hat 
ads, these Bob Peak illustrations for 
Dobbs let the texture and color of the 
hat come through in a setting that 
makes many a male reader wish he were 
the man under the hat. The men are 
well-dressed of course, but ruggedly 
male. The Peak technique uses bold 
black outline strokes, large areas of flat 
and off-beat colors, suggests more than 
it delineates. It gains believeability by 
appearing less posed, less slicked up, by 
leaving something for the viewer to fill 
in. The fully slicked model is just that. 
The character in the Dobbs ads could 
be you. A little touch that adds to be- 
lievability, too, is the slight ripple on 
the rim of the hat in some of illustra- 
tions. Another sacred cow may be slowly 
dying and the ad world may be less shiny 
but more credible as a result. AD was 
Grey Advertising’s Harvey Cushman. 


You can almost 
feel the texture... 


TDC elects 
James Secrest president 


The 1958-59 officers of the Type Di- 


rectors Club are, president, James M. 
Secrest, of Marshall-New York; vice 
president, Edward Rondthaler of Photo- 
Lettering; treasurer, Martin Connell, of 
Western Printing and Lithographing 
Co.; recording secretary, Ray Konrad, 
of Haber Typographers; corresponding 
secretary, Robert M. Jones, of RCA- 
Victor Records Division; chairman of 
the board of governors, Arthur B. Lee 
of Arthur B. Lee & Associates; member 
at large to the board of governors, 
Gerard J. O'Neill, of J. Walter Thomp- 
son Co. 


millionaires 
who fly for EL AL 


Problem of AD Bill 
straight layout, Taubin of Doyle Dane 


For sincerity— 


Bernbach was to em- 
phasize safety record of 
client El Al Israel Airlines, compara- 
tively small and new airline. Sales prob- 
lem, to establish public confidence, 
recognition, was met by introducing four 
E] Ai Pilots in portraits by photographer 
Erich Hartmann of Magnum, thumbnail 
biographies—plus pilots’ El Al achieve- 
ments—by David Reider. Headline and 
theme make use of term for pilots who 
have flown a million flying miles. 


real pilots 


CAM Report, new newsletter 
for art/photography executives 


A twice-monthly report on business con- 
ditions and trends in the advertising 
art/photography/design fields, to be 
published by Art Direction magazine 
this fall, is Creative Advertising Man- 
agement Report. The first exclusive 


studio newsletter, CAM Reports will 
research, compile, and publish facts in 
quick-reading form on prices, salaries, 
business volume, buying trends, tax de- 
velopments, legal data, ethical problems. 
Subscriptions are $20 a year for 24 is. 
sues. Prepublication subscriptions are 
$15. Details from CAM Report, 19 W. 
44 St., New York 36. 


To advertise color printing To em- 
—glass tile mosaic phasize 
product 
of Johnson Printing, Inc., Eau Claire, 
Wis. — color printing — agency Kerker 
Peterson Hixon Hayes, Inc., Minneapo- 
lis, designed a new JP logo, did it in 
glass tile mosaic (green, yellow, spot of 
white, encircled in black, background 
in blue) Johnson’s lithographer made 
his plate directly from mosaic for ac- 
curate reproduction. Campaign not only 
highlights client’s color printing, it also 
introduces logo. Other ads in campaign 
—logo in tempera on burlap backing, 
logo in a heavy oil paint—also some 
b/w ads. AD/designer/artist: Matthew 
Ruddy. Copywriter: Dick Upton. 


Typeface preference test 
shows readership discrimination 


Ten typefaces in 10 different articles of 
a Saturday Evening Post issue were 
tested in a nationwide sampling of SEP 
readers to determine if readers could 
make significant discriminations with 
regard to a typeface’s suitability in dif- 
ferent contexts. The typefaces for the 
study, published in Journalism Quar- 
terly, were varied only in the main 
titles of the articles. Jack B. Haskins, 
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research executive in the development 
division, Curtis Publishing Co., reports 
the study, (sampling plan and field 
work of which was done by National 
Analysts, Inc., Philadelphia), showed 
readers could make significant discrim- 
inations, ranked some typefaces very 
high in all-purpose value, others low in 
such value but high on specific articles. 

One important finding of the test, 
Haskins reported, was that choice of a 
typeface is more important in articles 
involving conflicts or tension, less im- 
portant in light entertaining pieces. A 
table of results listing most appropriate 
typefaces for kinds of articles showed, 
for crime, Cheltenham Bold; sports, 
Futura Bold; government, Futura Bold 
and Bodoni; Communism and foreign 
affairs, Futura Bold and Cheltenham 
Bold; foreign places, Futura Bold and 


Bodoni; medicine, Bodoni; children, 
Bodoni; celebrities, Bodoni; fashions, 
Liberty. 


Entire ad in 2nd color AD Art 
for product emphasis Kane of Irv- 
ing Serwer 


used entire area of this page ad from 
Vogue in second color exclusively—ex- 
cept for thin, black four words identify- 
ing shoe line, just above sig at lower 
right. Since sale here is for “red shoe 
red”, shades of red were used in two 
photographs, and in nearly all type, and 
screened down greatly for background. 
Product is highlighted two ways: in 
large shot, and seen as accessory com- 
pleting newest high fashion look, on 
model Evelyn Tripp, who holds a rose 
—for additional red sell. Photographer, 
Bert Stern. Copywriter, Mildred Fields. 
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YOU READY 
FOR 

THE Mos? 
ADVANCED 
STERLING OFFOUR 
GENERATION 


| THE DIAMOND 
PATTERN 
BY REED & BARTON 


Product speaks for itself Io show off a new sterling pattern for client Reed 
via dimensional design & Barton, AD Alvin Chereskin of Hockaday Associates 

complemented the flatware’s dimensional diamond 
pattern with similar double-spread design, chose Bodoni Book in black and screened 
down gray for type block to complement grays and blacks of Otto Mayer photograph. 
Copy by Zimi Koehring. Account executive Sarah Lee reports the ad, reproduced in 
dimensional window display and placards for in-store promotion, is the most suc- 
cessful in client’s history, having drawn the most response. 


+ 
4 
ta 
‘The triumphant “arrival” of printed jersey COHACLE PRINTS ere here! Ths first 
fill of jersey prints will be leading trendsetter! 


And to give It even greater importance, Heller. leader in the world of fine jerey 
fabrics. has had thee exctting print collection Heagned by famous Pavillon. 


fashions mest dicta 


Nonpro model again Announcing a new print material for Heller Jersey, this 
—for a trade feel trade ad by AD Dave Charney of Daniel & Charles has 

Jerry Schatzberg’s action photograph of Charney’s mother 
sewing the material. Big picture closeup of real needle trade action gives drama, 
believability to ad, copy of which is fashion oriented, to make another point. An 
attention getter, standing apart from the current high fashion treatments. @ 
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WHAT’S NEW...WHAT’S BEST 


Art Direction’s critic panel watches direct mail, displays, 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 


‘Ilustration as powerful as client's name’ 

“In the Business Week ad for Bulldog 
Electric Co. the illustration is as power- 
ful as the name of the company and I 
defy anyone to miss it when reading the 
magazine. The simple treatment of color 
and design is an eye-catcher. Should the 
reader wonder at the illustration, the 
large caption explains all that is needed, 
and the short but direct copy is well writ- 
ten and easily digested.” 

One in a series of Great Sources of 
Power, the campaign theme for client, 
a division of I-T-E Circuit Breaker Co. 
MacManus, John & Adams, Inc., Bloom- 
field Hills, Mich. is doing it to “point up 
need for newer and more adequate elec- 
trical distribution systems within industry 
...and also the great power which will 
be available in the near future.” Account 
executive Bill Winchester. AD /artist 
Bruce Unwin, for this four-color bleed 
page, used white-centered blazing yellow 
sun against shadowed fiery red back- 
ground. The solar converter’s inside 
frames are in white, outside frames in 
purple and gray. White repeats in trans- 
mission lines, top right, purple repeats 


in brickwork at right, and somewhat in 
bases of converter. Other colors, green 
(for grass, left and right) and black (for 
frameworks, also radiating lines from 
sun). 


Exhilarating numbers in IBM brochure 
“The world of numbers and digital com- 
puters, far from being dull and static, 
has been transformed into high drama 
with exhilarating graphics in this four- 
color, 24-page brochure for IBM.” De- 
signers, Milton Glaser, Reynold Ruffins, 
John Alcorn. Studio, Push Pin. 


‘Handsome on the table, easy to dispense’ 
“Noteworthy (of the work that the Ray- 
mond Loewy office has been doing for 
Abbott Laboratories) is the line of hour- 
glass shaped jars for the nutritional 
products such as Vita-Kaps and Optilets. 
Also of interest is the Loewy job for 
Abbott Sucaryl in both tablets and solu- 
tion. The liquid dispenser is, I believe, 


an especially fine job . . . handsome on 
the table, easy to dispense. This packag- 
ing program utilizes foil labels, integrated 
with elegantly designed custom molded 
containers and closures, to achieve a 
‘quality’ non-commercial look that is 
suitable for the table and appropriate 
to the intrinsic worth of the product. The 
effect is bright—these items are used every 
day to stay healthy—they needn’t look 
like pain killers.” Designed by Raymond 
Loewy Associates, Inc., Chicago. 


‘Indirect promotion’ 
“The idea for a totem pole spectacular 
was conceived by the Container Corpora- 
tion of America Design Laboratories, 
Albert Kner, director, and developed 
later in cooperation with the Pillsbury 
Mills advertising department. It was used 
in the Pillsbury campaign which ran a 
contest, the prize of which was a free trip 
to Alaska. Placed in super-markets for 
directing the traffic, it occupies little floor 
space, and bears no identification copy of 
the advertiser, only that of the air lines 
taking the lucky winner on the trip. 
“This three-dimensional display is 
eight feet high, folds into parcel post 
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1) Karl Fink, industrial designer. 2) Georg Olden, 4) George Krikorian, promotion AD, Look. 5) 


Orr, associate AD, Outdoor Advertising, Inc. Henri Bendel. 6) Art Kane, executive AD, Irvina 


size. It is printed in four colors on by Elizabeth Everly of Botsford, Con- 
corrugated paper board. Produced by _ stantine, & Gardner, has the elements of 
CCA Specialty Division, Peter F. Sachs, color, style and simplicity outdoor art 
director.” directors like to encourage. Very hand- 
some, French, and moderny. The black- 
haired tan figure wears a white-outlined 
clear red suit, lies on lemon yellow throw. 
Trade name in blue fills white space top 
left to center. Brief copy line, bottom in 
black. The tiny Jantzen trademark in red 
and flesh tone, bottom right. 


‘Exciting use of type’ 

“In this case the word Fiat was obviously 
cut out of large sheets of colored paper 
and actually incorporated into the pic- ‘ive commercial shows AD involvement 
ture. Also makes for strong name identi- Fresh and well designed use of live images 
fication and still remains in good taste.” im commercial for Johnson & Johnson 
Creative director, Al Anthony of St. Band-Aid Sheer Strips shows value of art 
Georges & Keyes. Photographer, Becker- director’s involvement in planning of live 


Horowitz. Model, Mary Jane Russell. Ac- commercials. TV AD Stephen O. Frank- 
count executive, James Freeman. furt of Young & Rubicam created and 


designed the film. Main graphic problem 
he faced was the chief sales point of 
campaign, “Band-Aid Sheer Strips, 
they're almost invisible!” AD Frankfurt 
had to find a film style which would allow 
him to control appearance of product 
in relation to any background and de- 
monstrate its use on person's skin. Drama- 
tic poster look on film was achieved by 
two elements, the band-aid and a girl, 
with no specific size relationship between 
Color, style, simplicity in ovtdeor art them. Modern jazz sound track accom- 
This Jantzen poster with illustration by panies film. Commercial was produced at 
French artist Rene Gruau, art directed On Film Incorporated. 
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Serwer, Advertising. 7) John Jamison, AD, J. M. 
Grector of graphic arts, CBS-TV. 8) Garrett Peter Palazzo, advertising & visual director of Mathes, Inc. 8) Gabryel de Million-Czarnecki, de- 
signer, Container Corporation of America. 


Strongest graphic for single spot ad 
“One of the first objectives of a single 
spot ad is to gain the greatest attention 
and readership for the message or point 
to be communicated. Here is an ad (full 
page newspaper) that makes absolutely 
no compromise with that purpose, and 
uses the strongest possible graphic means 
for accomplishing it—and so has made a 
very effective ad. Although the copy does 
not make an effort to tie in with the 
visual, one certainly is compelled to read 
the very short and direct message.” De- 
signed by George Lois for Ketchum, Mac- 
Leod & Grove. Account, Westinghouse 
Broadcasting Co. 
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The choice of an individual artist for a 
one-man article in this series fell after a little 
wondering on the Swiss artist, Celestino 
Piatti, if only because American visitors to 
this office so often come with praises of a 
Piatti poster seen upon their way. 

The uniform size of Swiss posters and the 
strict hanging regulations that set them side 
by side in careful rows make exceptional 
means necessary if any one poster is to stand 
out. Piatti consistently gains attention by a 
style that is now at once associated with his 
name: an image is reduced to its simplest 
terms and set down, with something of the 
effect of stained glass, in broad black lines 
enclosing areas of brilliant colour, often on 
a white ground. 

But such a style alone, however rich, could 
1ot account for the effectiveness of Piatti’s 
posters, their power over the passer-by. Piatti 
is a master of the poster statement. His sym- 
bolization is invariably direct and often not 
especially subtle: it all seems so simple and 
so obvious—as the prolonged and profound 
process of thought, trial and error that goes 
to the creation of each piece intends that it 
should be. Form and content are so close-knit 
in the final result, so intimately married that 
one’s memory of strong form and compelling 
colour is never free of association with the 
message conveyed. This essential virtue of a 
good poster is not infrequently forgotten by 
artists in their striving for a striking image. 

It is hoped that these illustrations will in 
spite of reduction convey something of the 
power of Piatti’s work, but it must be pointed 
out that for lack of colour, one’s appreciation 
is necessarily halved. 

Piatti is now 36. He attended the Zurich 
School of Arts and Crafts for a year on 
leaving school and then served a four year 
apprenticeship as a printer’s designer. It has 
since served him well. For the next four years 
he worked in the studio of Fritz Buhler, and 
then in 1948 opened his own studio with his 
wife, Marianne Piatti-Stricker, herself an able 
illustrator. a 


by Kim Taylor, Assistant Editor, Graphis Magazine. 
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1) Celestino Piatti. 
2) Illustration from a direct mail piece to promote 
the services of a Swiss offset printer. 


3) Cover of a calendar for a Swiss printer. The same 
design was used for a poster. 


4) Poster to promote the drinking of grape-juice. 
5) Symbol for a Swiss nursery. 


6) Trademark for a French manufacturer of under- 
wear. 


7) Cover of a recipe book. 
8) Symbol for a Society of Landscape Gardeners. 


9) Card notifying a Swiss printer's change of tele- 
phone number. 


10) Poster for an exhibition of theatre architecture. 


11) Laws in Switzerland are passed by democratic wot- 
ing and posters are usea to put the case for both 
sides. This called for a positive vote for a law to 
ensure cheap, quality bread. 
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“Well, make up your 
mind,” John Breunig, 


seems to be 


the printed word... was the theme of the 31st annual design in — 


The judges sounded off at this years STA show, giv- 
ing their frank reactions to the work viewed at a 
dinner meeting held immediately after selections had 
been made. 


The three-man jury ran coast-to-coast, with Louis 
Danziger from La Puente, California; Chicago's own 
John Breunig (Foote, Cone & Belding) and George 
Krikorian, promotional AD for Look Magazine in 
New York. 


Show chairman Hayward Blake picked the jury so 
as to represent men familiar with a diversity of prob- 
lems ... then he invited the judges to sound-off. 

Lou Danziger felt that the bulk of the pieces were 
too fussy, loaded with current frills, too expensive and 
badly planned for their purpose. He blamed some of 
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these faults on the influence of Maholy on Chicago, 
with Chicago designers still suffering a Bauhaus hang- 
over. He missed a light and humorous touch in the 
show. 

George Krikorian felt that the slight mediocre feel- 
ing noted was prevalent all over the country and is 
just as true in New York as in Chicago. The greater 
competitive situation in New York, he added, helps 
to produce a better product there. 

John Breunig observed that the criticisms made by 
the other judges were frank and true, that the empha- 
sis was negative because that was what had been hon- 
estly solicited, but that show itself was good. A fine 
level of printing quality was noted throughout the 
exhibit, something to which the judges had not given 
primary consideration. 


or ae ve 


printing exhibition sponsored by the STA 
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AD: Robert Tucker 
Design, illustrations: Harold Walter 
Printing: Veritone Co. 


AD: Rex Teich 
Photographer: Herbert Matter 
Composition: The Faithorn Corp. 
Engraving: Jahn & Ollier 
Client: United States Gypsum Co. 
AD, illustration: Larry Klein 
Morton ‘Shapiro 

tion: Runkle-Thompson-Kovats Inc. 
vale: John B. Anderson Co. 
Client: Oscar Katov & Co. 


ustration: Jay McDonough 

Typographers 
Chicago Tribune 
Client: North Michigan Avenue Assoc. 
Design, illustration, composition, 
printing, by and for Gordon Martin. 
Engraving: Superior Engraving Co. 
AD, illustration: John Averill 
Composition: J. M. Bundscho, Inc. 
Engraving, client: Collins, 
Miller & Hutchings, Inc. 
AD, illustration: Hayward R. Blake 
Composition: Runkle-Thompson-Kovats, Inc. 
Printing: The Dobeck Co. 
Client: Ekco-Aleoa Containers Inc. 
AD: Carl Regehr 
Gladys Swenson 
: H. L. Ruggles & Co. 
fe STA, fer Arnold Varga show 
AD, illustration: Elea Kula 
Composition: Monsen Typographers, Inc. 
Engraving: Baker Reproductions 
Printing: H. L. Ruggles & Co. 
Client: Elea Kula 


— “Men are all alike!” 
| 
Louis 
Corge 
Client: Abbott Laboratories eas 
International Co. 
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This year’s Lithographic Awards Competition and Exhibit 
sponsored by the Lithographers National Association not only 
racked up a greater number of entries than ever before—2651 
pieces, 155 more than last year—but also showed trends prov- 
ing lithography is taking advantage of latest developments in 
the field to produce outstanding creative work of functional, 
end-use value. This was noted by Edward K. Whitmore, chair- 
man of the Lithographic Promotion Committee, and Ralph D. 
Cole, chairman of the Awards and Exhibit Committee, and 
Dave Reid, general chairman, panel of judges. 

Trends noted by a panel of 36 experts in art, advertising 
and production, who selected 282 winning pieces—six winners 
for each of the 47 categories—included: Increase in use of gold 
and silver, especially in the direct mail and sales service 
literature category, single largest in the 1958 competition. 


NEW USES AND) TRE 


Ingenious use of motion to illustrate, demonstrate product 
application, in point-of-purchase displays. Two-way use of 
transparencies—they sparkle with or without light and without 
loss of color value. Lithographed books used more coated 
stock, solid masses of color, a tendency also toward flat and 
line colors. New uses of lithography on vinyl and plastics, 
especially in Specialties and Novelties classifications. More 
dramatic bank and commercial stationery design, also more 
importance given to cofporate identity with new graphic 
touches of interest in checks and statements. 

Official announcement of awards was made at LNA’s 53rd 
Annual Convention April 28-May | in Phoenix. The winning 
pieces will also be shown at the New York exhibit, June 9-13, 
at the Architectural League, 115 E. 40 St. The Eighth Awards 
Catalog will be distributed to lithographers and advertisers, 
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6) 
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TRENDS IN LITHOGRAPHY 


the recordbreaking 


8th LNA show 


and the show will be mounted, displayed on 55 exhibit 
panels, which, with the POP displays and posters, will make 
up an exhibit to tour the country. U. S. Information Agency 
is planning to send the tna 1957 Awards Exhibit to Bonn, 
Germany for exhibition in Western European countries. 
The pieces reproduced here were chosen at random to 
illustrate types of design included in the 282 award winners. @ 


1) AD: Bob Cory 
Designers: Bob Cory, John Jezik 
Artist: J. Chris Smith & Associates 
Photographers: Peter Samerjan, Ken Whitmore 
Client: Metabol’aid, Los Angeles 
Lithographer: Koltun Bros. Litho, Los Angeles 
2) AD: Robert Gage 
Client: Levy's Bread, Brooklyn 
Lithographer: McCandlish Litho. Corp., 
Philadelphia 
3) AD/designer: Noel Martin 
Artist: Noel Martin 
Client: Good Design Objects, Cincinnati 
Lithographer: Young & Klein, Inc., Cincinnati 
4) Designers: Herb Meyers, Paul Wynett 
Artist: Nancy Reid Gunn 
Client: Mead-Atlanta Paper Co. 
Lithographer: Foote & Davies, Inc., Atlanta 
5) AD/designer: William Clazton 
Artist: Keith Finch 
Client: Pacific Enterprises, Inc., Los Angeles 
Lithographer: Standard Lithograph Co., 
Los Angeles 
6) Designer/artist: William Slattery 
Client: Citizens & Southern Bank, Atlanta 
Lithographer: American Litho. Co., Inc., Atlanta 


7) Artist: Charles Skaggs, Hess Bros. 
Client: Epicures Club, Union, N. J. 
Lithographer: R. R. Heywood Co., Inc., 

New York 


8) AD/designer: George Buchanan 
Artist: Jas. Bingham 
Client: Havana Riviera 
Lithographer: National Lithographers, Miami 
9) AD: Stanley Wood 
Artist/lithographer: Merrick Lithograph Co., 
Cleveland 
Photographer: Photographic Dept., 
Ford Motor Co. 
Motion director: Hankscraft Co. 
Client: Ford Motor Co., Detroit 


10) AD: Ray Coudret 
Designer/artist: Photopress Art Dept. 
Client: Louis Mariano, Publisher, Chicago 
Lithographer: Photopress, Inc., Broadview, Ill. 
11) AD: Philip Kaplan 
Designer: Mary Blair 
Client: New England Confectionery Co., 
Cambridge 
Lithographer: Einson-Freeman Co., Inc., 
Long Island City 


12) Designers: Sandpiper Press, Writers Guild 
Artist: William Bolin 
Client: Simon and Schuster, Inc. 
Lithographer: Western Prtg. & Litho. 
Poughkeepsie . 
13) AD: Jack Kohlman 
Artist: Sales Art Studio 
Photographer: Leo Aarons 
Client /lithographer: The U. S. Prtg. & Litho. 
Co., Cincinnati 


14) AD/designer: Irvin H. Tapper 
Artist: Town Studios 
Client: Allegheny Ludlum Steel Corp., 
Pitteburgh 
Lithographer: Wm. G. Johnaon Co., Pittsburgh 
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Robert Thorpe 


“Although the committee of selection, 
which consisted of a designer, a social 
worker and an art museum curator, had 
no previous prejudices it must be cate- 
gorically stated that they were disap- 
pointed by the dearth of well-designed 
public relations materials that had been 
produced by social service agencies in 
the United States...” wrote Allon T. 
Schoener in the program notes on an 
exhibition called “Art Serves the Com- 
munity” assembled in the Cincinnati Art 
Museum in the Fall of 1956. 

Mr. Schoener’s disappointment should 
surprise few of those in graphic design 
who have had to deal with most public 
service organizations. Their courageous 
and highly professional programs against 
human suffering are all too frequently 
offset by timid and amateurish programs 
of visual communication. 


The Problem 


How many intelligent and highly tal- 
ented artists have had the experience 
of wanting and trying to help some 
worthy agency with its communications 
problem, only to be discouraged and 


Alfred Zalon 


frustrated by over-cautious and vacil- 
lating “direction” from social workers, 
educators, doctors, scientists or adminis- 
trators who have only a limited appre- 
ciation of the potentials of visual media 
and almost no comprehension of their 
disciplines and limitations! 

... the problem seems to be that or- 
ganizations which would not think of 
trusting their press publicity or their 
public speeches to any but the most 
experienced editors or writers, don’t hesi- 
tate to delegate the production of im- 
portant and costly visual materials to 
staff members who are essentially “word- 
minded” in their approach to any form 
of communication. 

... how few of these individuals have 
ever worked closely with designers, 
typographers, illustrators, photographers, 
animators or cameramen and have any 
real understanding of their operating 
problems. 

... how often they ask a professional art 
director or designer to produce “some- 
thing like” a piece of material that has 
already been produced by another pub- 
lic service agency, simply because they 


are unable to visualize any new or fresh 
approach. 

... how often they are patronizing to 
the artist, blind to his practical prob- 
lems and refuse to recognize that he 
as well as they have “professional” 
standards. 

... Small wonder that so many public 
service organizations produce such quan- 
tities of dull and mediocre pamphlets 
that bore potential readers rather than 
invite them; .forbidding and cluttered 
exhibits that are little better than books 
on walls; busy posters that resemble 
tracts and other dreary media that ap- 
peal only to those already dedicated to 
their causes. 

... this pattern of operation can usually 
be traced to a rather unaccountable atti- 
tude common to many budget-controlling 
board members who persist in thinking 
of visual media as supplementary frills 
or luxuries or necessary evils that should 
be put off until “next year” when the 
budget can be upped. Too often they 
think a designer’s job is merely to “dress 
up” text. 

...and since visual media account for 
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1) ACS annual report. 
2) Folder ing ACS prod 


3) Cover of book of radio Crusade scripts. 


4) Poster, announcing movie on Uterine Cancer. For office and 
factory bulletin boards. Watch art: Bettmann Archive. 
5) Announcement directed to radio Program Directors of 


prepared quarter-hour musical shows with ACS narration. é 
AD, designer: Al Zalon. Engravings: Bettmann Archive. ; 


6) Professional education pamphlet for free pick-up 


with related exhibit. 


7) Folder to contain TV Crusade material (scripts, telops, etc.). 


such a large share of any adequate com- 
munications budget, it is certainly poor 
economy to try to carry on without ex- 
perienced staff direction. Certainly there 
is no greater waste of the public’s money 
than to spend it on communications that 
fail to communicate—particularly visual 
materials that do so much to develop the 
public character of an organization. 


American Cancer Society, 
@ conspicuous exception 

A conspicuous exception among pub- 
lic service organizations is the American 
Cancer Society. Ever since its reorganiza- 
tion in 1946 its national Board of Direc- 
tors and its key officials have been in- 
creasingly aware of the need for making 
the most of visual approaches to the 
Society’s complex problems of communi- 
cation. 

... from 1946 until 1956, Robert 
Thorpe (who was responsible for the 
development of materials implementing 
the Public Education phase of the So- 
ciety’s program) utilized the services of 
many designers, illustrators and photog- 
raphers on a part-time or free-lance 


d movie on uterine cancer. 
For women’s clubs, medical groups. Designer: Al Zalon. 
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basis and, occasionally, even as volun- 
teers. Among the designers were Leo 
Lionni (for 5 years, part-time AD), Eliza- 
beth Gruse, Mahlon Cline, David Stech, 
W. H. Aliner, Ladislav Sutnar, Gene 
Federico, Xanti Schawinsky. The illus- 
trators included Whitney Darrow, Robert 
Osborn, Seymour Nydorf and Crockett 
Johnson and the photographers, Dan 
Weiner, Homer Page, Guy Gillette and 
others of comparable calibre. 

--as a result, in the program notes 
of the above-mentioned exhibit on “Art 
Serves the Community,” Mr. Schoener 
was able to point out that “In recent 
years the American Cancer Society has 
maintained the highest standards of 
design in its publicity material; it is 
without question the only social service 
organization in this country to which 
this distinction can be applied. Its pro- 
gram of commissioning artists has been 
unique and should certainly influence 
other organizations.” 

..-@arly in 1956, Thorpe was ap- 
pointed as Director of Graphics for every 
phase of the Society's program. As such 
he represents Clifton Read, the Vice 
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President for Public Education and In- 
formation in working with those who 
produce publications, posters, exhibits, 
advertisements, motion pictures, TV 
materials, film strips and other visual 
media. 

... Since, by 1956, the Society’s annual 
output of printed material alone, had 
reached 100,000,000 pieces of material 
(of all sorts, sizes, shapes and purposes) 
it was obviously impractical for it to try 
to operate without a full time AD. In 
June 1956, designer Alfred Zalon was 
invited to join the staff in that capacity. 


special problems 

In his new position, Zalon soon found 
that the American Cancer Society had 
problems much broader and even more 
challenging than those of many national 
advertisers. 

.-. while the latter have products to 
sell, the ACS is primarily concerned with 
changing life-long attitudes and habits. 

... While advertisers can concentrate 
most of their efforts on their consumers, 
the ACS has a wide range of “audiences” 
and it must take advantage of every type 


4) 5) 
7) 
e 
2 
x) 
2 


of communication tool and technique in 
order to reach and influence them. 

... the Society must try vo arouse the 
interest of the man in the street, by 
means of hopeful approaches and argu- 
ments, to the point where he will stop 
fearing cancer blindly and begin to take 
positive precautions that may some day 
save his life. A 

... it must see that every doctor gets 
the latest facts about the diagnosis and 
treatment of cancer and keep encourag- 
ing him to be on the alert to detect it in 
its early and more curable stages. 

... it must constantly rekindle the in- 
terest and enthusiasm of the Society's 
two million volunteers, both lay and 
professional, on whom it must depend 
to carry out its nation-wide programs of 
education and service to cancer patients. 

... it must arouse the interest and con- 
cern of those in charge of the various 
mass media, to the point where they will 
give the Society more free public service 
time on their TV, Radio, Motion Pic- 
ture theatre programs and more free 
public service space in newspapers, 
magazines and billboards. 

...and then, once a year, during 
April, the Society must wage a particu- 
larly concentrated educational and fund- 
raising Crusade to increase public sup- 
port. 

Zalon’s objectives 


During the last 18 months, Zalon has 


8) Packet envelope containing coordinated 
publicity material for one-day compaign 


9) Pamphlet for general distribution. 


10) Poster announcing ACS movie. For office 
and plant bulletin boards. 


11) Educational magazine ad. Prepared for 
consumer and business magazines. 
Engravings: Bett Archive. 


been trying to demonstrate that the 
Society can seize the attention and 
imagination of the man in the street, 
the doctor, the volunteer, the potential 
donor and the media man by means of 
a wide variety of warm and stimulating 
graphic techniques and yet always re- 
lect the Society’s basic public character 
as a strong and forward looking organi- 
zation that has authority and leadership 
in the medical and scientific world. 


The broadness of social and medical 
problems, the great variety of an agency's 
activities in fighting them, and the 
range, size and different intelligences of 
their audiences are an enormous chal- 
lenge to an agency’s public information 
section. The social service agency is not 
in the manufacturing business. It is com- 
pletely disassociated with thoughts of 
profits, investments or products, and 
operates in a special milieu concocted 
of dedication, urgency, despair, limited 
budgets, great but specialized erudition, 
dilettantism, vision and razzmatazz. There 
is little room for kidding around, atmos- 
phere for its own sake, giddiness or in- 
stinct .. . everything is very much to the 
point. Design must be as direct and 
simple as possible. There is the danger 
of a slight medicinal flavor or of a corn- 
ball attack...when you deal with hu- 
man troubles the temptation to wrench 
hearts is almost irresistible. * 
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INDIVIDUALITY AND 
MOOD 


characterize winners in 
12th annual exhibition of the 
Artists Guild of Chicago 


Gone are the days when sheer technical 
competence or excellence of execution 
could pin a medal on a commercial il- 
lustration or photograph. As this years 
top pieces in the Chicago Artists Guild 
prove, to get attention, to put a 
message across, an illustration or a 
photograph today must stand apart 
from and above the crowd. 

There are so many pro’s in the field,’ 
so many capable of technical excel- 
lence, that correct execution is taken 
for granted. To stand above the herd 
most pieces today strive for emotional 
power, the establishing of a mood that 
can arrest and hold an audience, or 
use a personalized, individually styled 
technique to get that something dif- 
ferent to enable it to stand out in a 
crowd. 

Some of the pieces that the Guild 
rated tops, are shown here. 7 
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THE ARTISTS GUILD AWARD 
James H. Brown 

AD/designer: Burton Cherry & Assoc. 
Agency/producer: Burton Cherry & Assoc. 
Client: Collins, Miller & Hutchings 


HUMOROUS ILLUSTRATION 

John Solarz 

AD/designer: Bud Islinger 

Agency/producer: Inland Steel Container 
Corp. 

Client: Inland Steel Container Corp. 

PHOTOGRAPHIC ILLUSTRATION/color 

Dick Boyer 

AD/designer: Dick Boyer 

Agency/producer: Mark Martin Agency 

Client: Dana Perfumes (Tabu) 

PHOTOGRAPHIC ILLUSTRATION /baw 

James H. Brown 

AD/designer: Burton Cherry & Assoc. 

Agency/producer: Burton Cherry & Assoc. 

Client: Collins, Miller & Hutchings, Inc. 

DESIGN OF COMPLETE UNIT 

Franklin McMahon 

AD/designer: Luther Johnson/Franklin 
McMahon 

Agency/producer: Young & Rubicam 

Client: Hammond Organ Co. 

TELEVISION 

Ted Carr 

AD/designer: Dick Eemail 

Agency/producer: Leo Burnett 

Client: Pure Oil Company 
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Omaha’s Show is open to ADs, artists, designers, or publishers 
in the state of Nebraska or in Southwest Iowa. This year’s 
winners were picked by a three-man jury: Robert Christiansen, 
AD of Look; Luther N. Johnson, freelance designer, Chicago; 
and Richmond Galley, account director for Caples Company, 
Omaha. 

At the awards dinner members heard Chicago’s Edward 
Jirasek call for more young talent in the field. He said, “There 
are not enough young people going into advertising art... . 
There are more atomic scientists in research than there are art 
directors in the country, but the art directors are making more 
money as individuals than the scientists.” 

Twenty-four pieces were given awards. Some of the winners 
are shown here. 
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:. the fun way to end a busy day 


1) AD: Les Hays 
Art: Walter Griffith 
Agency: Allen & Reynolds 
Client: Merchants Biscuit Co. 
2) Art: Les Hays 
Agency: Allen & Reynolds Co. 
Client: Gerard Lithographing Co. 


.8) AD: Karl L. Kling 


Art: R. G. Slaidins 
Client: Mayor’s Planning Committee 
4) AD: Don Ellis 
Art: Gene Horvath 
Agency: Ayres, Swanson & Asso. 
Client: Hotel Cornhusker 
5) AD, art: William Fries 
6) AD: J. K. Billings 
Art: Stowell Studios 
Agency: Bozell & Jacobs 
Client: United Benefit Insurance 
7) AD: Jim Farris 
Art: The Willmarth’s 
Agency: Caples Co. 
Client: Sun Valley 
8) AD: Bob Savage 
Agency: Buchanan Thomas Co. 
Client: Metz Brewing Co. 
9) AD: Les Hays, Roderick Morse 
Art: William Ritter 
Agency: Allen & Reynolds 
Client: Metz Brewing Co. 


10) AD: Frank Devicis 


Art: John Andrews 
Agency: Moser & Cotins (N.Y.) 


11) AD: Karl Kling 


Art: Milton Wolsky 
Client: Northwestern Bell Tel. Co. 


12) AD: J. K. Billings 


Art: Feldkamp Malloy Studio 
Agency: Bozell & Jacobs 
Client: Cudahy Packing Co. 
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Seattie’s 9th 


organization 
counts! 
If vou lined up all our big Bide tucks, 
end to end, they wouldn't be nearly 
as impressive as the 25 Pionger 
ding materials specialists who stand 
behind every product or service you 
call for... Pioneer Sand & Gravel. iam 


1 A newspaper advertisement prepared by artist Ted Rand and art director 
Myron Graybill for Frederick & Nelson was picked as one of the top three entries 
in the ninth annual Seattle Art Directors’ Exhibition of Advertising Art staged at 
the Olympic Hotel. 

Other special merit awards went to artist James E. Peck and Craftsman Press 
for a calendar water color illustration 2 and to 3 Jim Smith and Bill Werrbach 
of Studio Art, color projection slide for KINB-TV. Mervin Bailey of Craftsman Press 
and Marlowe Hartung of Miller, Mackay, Hoeck & Hartung were singled out for 
art direction honors on these two winning entries. 

Twelve additional merit winners were selected by the judges, Lloyd Carlson, 
Spokane printing executive, and George Rappaport, Los Angeles art director. These 
winners are 4 Les Meyers, Frederick E. Baker & Associates for United Control 
Corporation, 5 George Lowe of Associate Artists for Honig-Cooper & Miner and 
Pioneer Sand & Gravel, 6 Jack Roe and Keith Kinsman of the public relations 
department, Boeing Airplane Company, 7 Studio Art and art director Marlowe 
Hartung of Miller, Mackay, Hoeck & Hartung for Pacific Coast Paper Mills, 8 Mits 
Katayama for Western Elevator Corporation, 9 Herbert Carison, Charles Swanberg, 
and Keith Kinsman for Boeing Airplane Company. 

Other merit winners include 10 George Kanagi of Bonath and Associates and 
Bob Tanaka of The Condon Company for Puget Sound National Bank, 11 Earl 
Pinegar for Petosa Accordions, 12 Robert Woodcock of Frederick £. Baker & 
Associates for Puget Sound Power & Light Co., 13 Doug Hanson of Cole & Weber 
for Western Hotels, 14 John W. MacDonald and Herbert Carlson for Boeing Airplane 
Company and 1§ Ray Patin of Ray Patin Productions and Marlowe Hartung of 
Miller, Mackay, Hoeck & Hartung for BAR-S television animations. * 
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“hae OWLS held a convention to elect a king. 
There were many wise elders and each sat silently, 
confident that his own name would be placed in 
nomination. But no one nominated anyone. After 
a long silence a fresh young ow] said, ‘‘I nominate 
myself.’’ ‘“‘Whoooo?’’ chorused the astonished 
elders. ‘‘Me,’’ said the new king. 


DF KELLER CO Printers with imagination 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 

We have clients in America’s foremost 
industries and would like more fe) 


Don Alden now Previously AD with 
exec AD at Campbell - Ewald 
Fulton Morrissey and the Buchen 
Co., both Chicago, 
Don Alden has been appointed execu- 
tive art director of Fulton, Morrissey 
Co. Alden, who has graduated with 
honors in art and a BA degree from 
Brown university, also attended the Art 
Institute of Chicago for two years. 


Chicago activity 

Stephens-Biondi-De Cicco, Inc. expanded 
contact staff to cover entire Milwaukee 
and Wisconsin area. Perry Mortimer, a 
Milwaukee native and active in photo- 
graphic and art contact in Milwaukee 
since 1946, will be SBDeC Milwaukee 
rep . . . Packaging Institute brings out- 
standing professional packaging special- 
ists to Chicago for the 1958 Annual 
Forum, Oct. 13-15, at the Edgewater 
Beach hotel. N. W. Postweiler of Riegel 
Paper Corp. conducted the Forum plans 
committee meeting in New York. Twelve 
seminar packaging sessions are scheduled 
for the forum . . . A new national quar- 
terly magazine, Scientific Research, will 
be published beginning January, 1959 
from 84 E. Randolph St. A 68-page, 814 


in Chicago = 
a2 erni: 
out 
by S 
thou 
ferre 
layot 
and | 
Fern 
— #2 Wrig 
They 
lance 
cago 
accot 
Hom 
Mars 
coun 
Dow 
| 
| 
= 
4 the 
= 


x Il). first issue will go to 25,000 key 
execu ives in 20,000 companies, it was 
announced. Graphics director is Jon 
Pown ll, AD and science photographer 
who had worked with Scientific Re- 
search president Neil P. Ruzic on mod- 
ernizing publications of Armour Re- 
search Foundation .. . 

A survey of technical executives’ lay- 
out preferences, carried out informally 
by Scientific Research, showed that al- 
though the executives said they pre- 
ferred a “worst trade magazine style” 
layout given them, they (94 percent) 
actually read the same article submitted 
with liberal use of color, photographs 
and art illustrations . .. Ned Woodbury, 
formerly of Kling Studios, joined Bill 
Fernim and Associates, art’ and photog- 
raphy reps. The firm has moved to 436 
Wrigley Building, 410 N. Michigan Ave. 
They rep Dick Boyer—high key fashion 
and food illustration—and 15 other free 
lance artists and photographers in Chi- 
cago and New York . . . Morton Salt 
account now at Aubrey, Finlay, Marley 
& Hodgson . . . Burlingame-Grossman 
acquired accounts of Elcar Mobile 
Homes and Stanford Engineering . . . 
Marsteller, Rickard, Gebhardt and Reed 
acquired the Crow’s Hybrid Corn ac- 
count . . . Oscar Katov & Co. has the 
Down Beat magazine account... * 


“[ don’t know how I'd manage without 
the convenience of Gas!” 


ARTIST MATERIALS 
DRAFTING SUPPLIES 


tHe FLAX company 
176 N. WABASH AVENUE 
Chioage 


Mi 2-7612-3-4-5 


PRISMAPASTEL Pencils 
and Sticks 

PRISMACOLOR Pencils 
in 60 matched Colors 


Nonpro models “Friendly be- 
convince west coast lievable sub- 
jects that make 


the ads more convincing . . . sincere and 
believable approach . . . using everyday 
people” characterize photographer Jason 
Hailey’s contribution to the newspaper 
campaign for the Southern Counties Gas 
Co. and the Southern California Gas 
Co., through McCann-Erickson, Los An- 
geles. All the photographer's subjects 
are friends—landlord, secretary, salesman, 
etc., not professional models. AD Roscoe 
Carver uses large photograph, cuts into 
it with copy blocks led by emphatic, per- 
sonalized headlines. Copy blocks are 
split by line spot of cheap, common item 
—bread, or bacon, or cigarettes—to illus- 


‘the GUICDEDGE, for precise work 


the NORedge for close work en 
steel drawing board edges 


for data check with your dealer or write 


trate low cost, a selling point made in 
small copy block at right. The gas flame 
image and campaign theme appears at 
bottom right opposite a bar which is 
continuation of halftone. Of the 34 ads 
in the series, Hailey did 29, with the 
rest shot by Leight Wiener. Kenneth 
Striker conceived situations, wrote entire 
series. 


Dan Bonfigli heads Dan Bonfigli, ex 
San Francisco club ecutive vice pres- 

ident and head 
of the art department at Guild, Bascom 
and Bonfigli, has been elected president 
of the San Francisco Art Directors Club 
for the 1958-59 term. A San Francisco 
art director since 1937, he has been 
associated with Walter Guild and David 
Bascom in GBB for the past 12 years. 
Other new club officers are first vice 
president John Laurie, Jr., of Batten, 
Barton, Durstine & Osborn; second 
vice president Tom Sexton, of Foote, 
Cone & Belding; secretary William Con- 
deff, of Foster & Kleiser; treasurer 
Charles Hansen of Charles Hansen 
Associates. 


CAMERA HAWAII 


Editorial & Advertising Illustration 
Honoluly’s most versatile photographers 
directed by 
WERNER STOY 
Honolulu, Hawaii Cable: CAMHAWAI! 


RETOUCHING 


PRODUCT ILLUSTRATION 


COLOR BW 


BACKED BY A COMPLETE ART SERVICE 
Layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 


WM. MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pi. Los Angeles 57, DU 54051 


GLENN OTTO 
advertising photography 
5913 HOLLYWOOD BLVD. 


HOLLYWOOD 28, CALIF. 
HO 2-4482 OL 3-5541 
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Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 

ert and drawing motericls. 

* Bourges sheets * Craftint 

* Kemort moterials * Zipotone 
* all graphic art supplies 


Send for ovr 200-page catalog 
on your letterhead 


25 S$. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 


subscribe to 


USH 


the monthly news magazine 
of advertising production 


$1.50 for 12 issties 
19 W. 44th St., New York 36 


AD John Brown Advertising 
demonstrates job Agency Produc- 

tion Club of New 
York, on tour of TV Guide at Radnor, 
Pa. and the rotogravure division of 
Triangle Publications in Philadelphia, 
here have art director’s job demon- 
strated by John W. Brown (right center, 
in shirt-sleeves), art director of TV 
Guide's promotion department. 


GEORGE 
FARAGHAN 
STUDIOS 


1934 ARCH ST., 
PHILA. 3, PA. 


LO 4-5711-12 


represented by 


JUDY WAGNER 


WILLIAM MOORE 
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Adrian E. Taylor Formerly AD for 


Holiday, Harpers 
Bazaar, and House 
and Home magazines, Adrian E. Taylor 
has joined the design staff at Mel Rich- 
man, Inc. Taylor is an instructor in 
design at the Philadelphia Museum 
School of Art and director of its evening 
program. His work has been exhibited 
in shows sponsored by Time, Inc., the 
Art Directors Club of New York, and 
the Print Club of Philadelphia. 


joins Richman 


Art Alliance to exhibit 
Philadelphia sculpture 


Nov. 28 through Dec. 28 the Philadel- 
phia Art Alliance will present an Exhi- 
bition of Philadelphia Sculpture, as an 
effort to increase opportunities for 
Philadelphia area sculptors to show 
their work. Sculptors living or working 
within a 50-mile radius of the city, in- 
cluding Pennsylvania, New Jersey and 
Delaware, are eligible to compete for 
the juried show. The Art Alliance sculp- 
ture committee will judge the show. 
Committee members are chairman Jo- 
seph J. Greenberg, Jr., Allen Harris, 
J. Stephen Lewis, Henry Mitchell, 


George Papashvily, Mrs. Erna Stenzler. 
All judging will be done from photo- 
graphs. Artists are urged to submit large 
clear prints taken from several angles. 
Deadline for entries is Oct. 20. Details 
from Art Alliance, 251 S. 18th St. 


Young watercolorists get show 
opportunity in Philadelphia 


Watercolorists between the ages of 18 
and 30 and living or working within 
50 miles of Philadelphia may submit 
three watercolors for Philadelphia Art 
Alliance show to be held April 3-29, 
1959. All works must be framed and 
glazed and delivered to the Alliance, 
251 S. 18 St., March 30-31, 1959. Works 
will be juried by the Art Alliance 
watercolor committee, chairman William 
Barnett, Mrs. Betty M. Bowes, Elizabeth 
K. Coyne, Benjamin Eisenstat, Mac S. 
Fisher, Frederick Gill, and Charles 
Taylor. 


NEW WAYS TO MOVE 


animation of textured lines, pastel chalk, dry brush 


art now possible in TV 


by Gene Deitch 


Author Gene Deitch is producer-director 
of animated films, was represented at the 
Brussels International Exposition Experi- 
mental Film Festival by two of his films. 
He’s been Supervising Directer UPA, 
Creative Director CBS-Terrytoons, de- 
signer-director of Bert and Harry Piel 
commercials and is a multiple winner of 
NY AD club medals. 


Traditionally the graphic artist, when 
designing for animation, has seen his 
work cleaned-up, sterilized and slickly 
traced on celluloid before it reached the 
screen. If he didn’t fashion his characters 
and designs within the limits of this 
process, he was lucky if he recognized 
his work in the finished film. 

For years it has been technically im- 
possible to animate other than smooth- 
lined, cleanly defined shapes in commer- 
cial animation studios. Recently, how- 
ever, there have been a number of experi- 
ments aimed at widening the graphic 
range of the film cartoon medium. Inter- 
estingly, many of the developments have 
been a result of a search for lower produc- 
tion cost methods. 

The Mobilux Lumia Technique, de- 
veloped by John Hoppe, is the first suc- 
cessful method to present the plastic effect 
of animation “live.” By a system of 
sharply focused lights and flexible mirrors 
he is able to produce fluid and exciting 
movement of design, color and shape in 
a live performance. Color-tech Films is 
getting a similar effect electronically. 

The Xerox machine, developed by the 
Haloid company, and the Ozalid pro- 
cesses have both been adapted for the 
purpose of transferring pencil or crayon 
animation drawings to celluloid without 
the need of hand tracing. The basic “cel” 
method used in animation allows for ele- 
ments which need not move on each 
frame of film to be held. It also allows 
for different types and degrees of move- 


ment to be set-up simultaneously on dif- 
ferent cel levels. Neither the Xerox nor 
Ozalid machines have thus far proved to 
be less expensive than standard inking, 
but they have allowed for a textured line 
to be animated. Xerox is limited, at 
present to black line, and Ozalid to any 
one color. 

The feat of transferring full-toned, full- 
color drawings to cels, cheaply and in 
uniform cel-to-cel quality appears to be 
a long way off. This writer has attempted 
to by-pass the problem by revising the 
whole cel-process. In a recent series of 
television commercials, successfully com- 
pleted and re-ordered, full-toned, full- 
color animation was achieved in a free, 
loose textured pastel chalk. Other films 
in progress are being animated directly 
in colored flow-pen, dry-brush, finger 
paints and crayola! 

No special, non-standard machinery is 
required in this method, and the anima- 
tion is prepared and photographed di- 
rectly from the paper originals. Rather 
than being based on any gadget or 
gimmick the procedure is an adaptation 
of one of the oldest, pre-cel methods of 
preparing animation, plus a re-arrange- 
ment of elements needed for modern 
production. It takes careful thought in 
story, layout and planning, but can han- 
dle most combinations of moving char- 
acters and held backgrounds and other 
stationary objects. 

The exciting prospect of this and 
other experiments to this end now in 
work, is the possibility of bringing to 
the animated film the work of an 
Osborn, a Francois, a Whitney Darrow, 
or a Ben Shahn. These men have been 
represented in films before, but mainly 
by stills or very minimum movement. 
The prospect here is to add their art 
to the plastic medium or fully articu- 
lated animation, and do it with the 
original character of their line and 
texture. 
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DON NEISER 


illustrator, designe 
editorial and 
advertising art. 
not just technical 
ability — but the 
rare quality of 
interpretation with 
warm sophistication 
phone now for 
your personal s 


PLaza 1-4888 


ar, 
‘ 
Minnotte Studios/Complete Art Service/247 E 50 St 
M 


Sales Prometion Mer 


sell 


these executive buyers 
in the eLghth 
annual 
buyers’ 


List Yourself with the trade .. . if you sell art, photography, typography, 
you belong in your own trade’s Annual Guide. For the 8th straight year, Art Direction 
, will publish, in the January 1959 issue, the only trade guide of artists, photographers, 
al studios, illustrators, typographers, etc. 

, 11,000 Buyers... circulation is at a new record high. Art Direction has the most 
buyers—A.D.’s; ad/sales promotion/production managers; editors; agency executives. 

The first return from your listing will pay for it many times over. 
Fill out the order form now... right now! Every year many listings are 
returned because they’ve come in after deadline. Send in your listing today 

to be sure. 
Best Ad dollar buy! Listings are as low as $1.50. Contains the basic information 
of your service. Listings are the simplest, quickest, and the only way to list 
yourself with the entire field. 


to get business... tell them where you are... here’s how » 
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instructions 
Classified listings 


(see listings 1 to 255 on next page) 

For: artists, photographers, art sup- 
liers and manufacturers, graphic arts 
rms. Also, for studios advertising 

specific services (for og a gen- 

eral art studio could take Listing No. 

198, dye transfer prints.) 

1. There are 255 separate classified 

listings. 


ing with third line copy, specify listi 
number for each third line. 7 
4. Order as many listings as you want. 
Use your letterhead if more space is 
needed. 


Each classified listing is $1.50. 


2. Each classified listing is 3 lines. First 
line is name and telephone number. 
Second line is address. Third line 
is advertising copy and is optional. 
Third line copy cannot exceed 45 
characters including spaces. 


g- Use order form below, type or 


Rimenhouse Phila. 3, Po, 
print. If ordering more than one list- “booklets pe 


Reopresentative’s listings 

(see listings 256 and 257 on next page) 
For: representatives of artists and pho- 
tographers. 
1. List your artists and photographers 
on your letterhead. 


2. See sample listing. You may, in one 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. 


William Boro, men's fashion illuitration 
Mello, fashion artist, postels 


§- Listings are $1.50 for your name, 
address and phone, plus $1.50 for each 
artist or photographer listed. 


Studio listings 

(see listings 258 and 259 on next page) 
For art or photographic studios ad- 
vertising all their services in a single 
listing. 


This ie « sample atudio listing: 
258. ART STUDIOS 
Ad-Art 


217 North Wichira 2, Kansas 


Complete order form. 
List your art or photographic services on your letterhead. 

Listings 258 and 259 are $5.00 each. 

You may also order one or more classified listings (numbers | to 255). Each 
classified listing is $1.50. 


i folders and brochures 


order form ART DIRECTION - 19 W. 44th STREET, N. Y. 36 - YUkon 6-4930 
Yes, I want to be listed in the January 1959 issue in the 8th Annual Buyers’ Guide, as follows: 


Classified listings 1 to 255........................ at $1.50 each listing........................ | aw 
Representative’s listings 256 art........... 257 photography........... 
$150 for representative plus $1.50 for each artist or photographer listed. a Must 
ACCOMP ORDER 
Studio listings art............ (C0 259 photography........at $5.00 each $........................ 
NAME ADDRESS. 
Print exactly as you wish it to appear in Buyers’ Guide 
CITY. ZONE______ STATE. TELEPHONE 
$rd line copy for classified listings, 
cannot be over 45 characters 
See Noa. 1-255 See Nos. 256-259 
on next page on next page 
256 List your artists on your letterhead 
Number Your advertising copy for 3rd line listing 
257 List your photographers on your letterhead 
Number Your advertising copy for 3rd line listing 
258 List your art services on your letterhead 
Number Your advertising copy for 3rd line listing 
259 List your photographic services on your letterhead 
Number Your advertising copy for 3rd line listing 


DEADLINE FOR LISTINGS IS OCTOBER 15, 1958. DON’T WAIT. GET YOURS IN NOW. 


Art Dir 


— 
1 t 
ART 
George Edwards MO _7-5764 
Arthur MO 7-5764_ 
ii 
Al 535-4496 
258. 


ting 


ant. 


category index 


1 to 255, classified listings listings | 10 255 are $1.50 each. 
ART 69. home furnishings 128. camera lucide 194. color prints in quantity 
1. advertising design 70. humorous 129. cameras 195. color seporations 
2. advertising strips 71. industrial 130. canvas 196. copy of artwork 
3. airbrush 72. interiors 13). charcoal & paste! papers 
4 73. londse 132. colored papers . transfer prints 
4. onnwal reports 74. ae 133. copyboards, adjustable 199. dye transfer prints, giant 
5. archtiectural rendering 
6. ort directors, consultant 75. ,medical 134; crayons & cholks 
7. book jackets 76. men's hands 135. drafting supplies 201. Ektachrome processing 
8. booklets, direct mail 77. militery 
9. Bourges technique 78. product, still-life 138. fixotives 203. Flexichrome 
10. cave 79. shoes 139. fluorescent paper 204. montage 
11. caricatures 80. sport 140. hand lettering sheets, etc. 205. mural color transparencies 
12. cartoons 81. still-life 141. illustration board 206. photocomposing 
13. catalogs 82. story 142. inks 207. photocomposing on transparencies 
14 cael 83. stylized 143. office supplies 208. photomurals 
15. color separations 84. symbolic 144. oil colors vepredupe 
16. colorist 85. technical 145. pads, blocks, sketch books 210. reprodye 
17. conte 146. palettes reproportioning 
18. continuities 147. pencils Bo 
19. disploys LETTERING 
20. exhibits iphabe gned 
88. illuminated lettering 182. sketch boxes 217. transparency art 
vy lobe 89. LeRoy lettering 153. slide rules 218. Type “'C’’ prints 
90. lettering 154. tabourets 219. varicolor prints 
26. letterhead 155. T-squores, perspective 220. viewgraph slides 
27. maps 93. photos 156. watercolor materials 
28. mechanicals 
29. oil painting COPY PRINTS 
; sae PHOTOGRAPH 
32. pharmaceutical design 94. art 157. aerial 223. copy prints 
33. point-of-sale 95. carbros 158. animals 224. ozalids 
34. portraits, painting 96. color toning 159. architectural 225. ozachromes 
35. posters 97. dye transfer 160. cats and dogs 226. photostats 
36. presentations 98. fashion 161. children 227. photostats on acetate 
37. product design 99. Flexichrome 162. color 228. visualcast slides 
38. record albums 100. industrial 163. consultants P 
= 101. Kemart 164. editorial 
. scale models 102. photo, b/w 165. experimen’ 
41. scratchboard 103. photo, color 166. fashion GRAPHIC ARTS 
42. spots 104. products 167. food 229. acetate proofing 
43. stock art 105. renderings 168. general 230. advertising presentations 
44. three dimensional 106. technical 169. horticultural 231. ad pre-prints 
45. trade morks 107. transparencies 170. human interest 232. bindery 
46. trade publishing ort 171. ilustration 233. display manufacturers 
47. wash drawing 172. industrial 234. electros 
48. watercolor tv 173. interiors 235. gravure plates 
49. woodcut 108. animation 174. lendscapes 236. industrial comic books 
109. art 175. location 237. labels 
110. cartoons photography lithography 
11. direct color prints Rewspaper comic sections 
ILLUSTRATION 112. film 178. photo-agencies 240. paper deolers 
50. aeronautical 113. het 179. portraits 241. photoengraving 
51. animols 114. lettering 180. - Printons 242. photogelatin printing 
52. The Artists Guild of New York 115. lettering, photo 181. products 243. printers, letterpress 
53. automobiles 116. ‘props ? 182. publicity 244. rotogravure 
54. biblical 117, sexiatee 183. reportage 245. sheet-fed gravure 
55. characters 118. slides 184. slide films 246. silk screen printers 
56. chemical 119... story. boards 185. stereo 247. stationery, business 
57. children 120, eles 186. still-life 248. tags 
58. children’s books ’ 187. stock photos 249. type direction 
59. collage 188. strobe 250. type foundry 
60. decorative humorous 189. trick photography 251. typographers, hand 
61. farm animals ART SUPPLIES 252. typogrdphers, machine 
< — & style =. acetates, overlays 253. typography, old-fashioned 
. figure 122. adhesives REPRODUCTION 254. typogr 
64. flowers 123. air brushes PHOTO SERVICES es 
fond 124. artists. brushes processing 
. furniture 125. boox : 'w prints in quantity EMPLOYMENT 
67. general 126. Bourges materials 192. carbros vi 
68. historical 127. bristol boards 193. color assemblies 255. agencies 


256-257: representatives listings isting: 256 and 257 are $1.50 each, plus $1.50 for each artist or photographer listed. 
Complete the order form and list your artists or photographers on your letterhead. 
PHOTOGRAPHERS REPRESENTATIVES 257 


ARTISTS REPRESENTATIVES 256 


258-259: studio listings Listings 258 and 259 are $5.00 each regardless of number of services listed. 


Complete the order form and list your services (see below) on your letterhead. Data under ‘‘Other Services’’ is limited to 60 characters, 


including spaces. 


ART sTUDIOS 
258. (List any or all on order form 


0D direct mail 
illustration 
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PHOTO STUDIOS 
(List any or’ all on order form 
or letterhead) 

children 
fashion 
food 

illustration 
industrial 
Oo interiors 


D slide films 


e is 
ch 
DER 
or letterhead) lettering motion pictures 
creative mechanicals D product 
brochures, folders presentations still life 
design 0 TV ort (Other services) 


you are cordially invited to attend EXHIBITION. . 
of the 


cenumics of ecrtraud and 
otto -natzicr, may. 20 thru 
1. curt wagner, 1729 
south catalina avenuc, 
beach; california. 
courtesy. of the- datzell 
_hatfield gallery. 


Go west young designer, go west. Horace 
Greeley didn’t say it, but someone should 
have. Sal jon Bue is one of a group of fine, 
young designers on the West Coast who 
started their careers in New York. He’s 27, 
a native New Yorker, a graduate of the 
New York School of Visual Arts. In Los 
Angeles he studied at the Art Center School. 
Freelancing on such accounts as Dot Records, 
UCLA, Palos Verdes Art Association, Road 
& Track magazine, and Hancock Gasoline, 
he’s repped by Burton Block Assoc. 
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here it is 


CREATIVE ADVERTISING MANAGEMENT 


a new newsletter service for all art and photographic 
executives who must know prices salaries _ business volume 


buying trends tax developments 


legal data ethical problems 


If you make decisions — about ad art/photography/design — CAM Reports is for:you. Whether you buy or 
sell, you'll want this twice-a-month crisp reading report. For the first time, art and photographic executives will 
have facts where there have been no facts. Now you can be in-the-know on what's happening in your city 


and around the country in art and advertising. 


CAM REPORTS WILL: 


save you time. Its lightning fast readability gives you basic 
data, unavailable up to now, in a few minutes reading. 


save you money. By familiarizing you with industry trends 
in salaries and prices, it sharpens your factual background for 
buying and selling supplies and services. 


give you factual bases of comparison. Dato tables on 
studio billings will reveal broad trends against which you can 
measure your performance. Data on percentages of costs for 
studio operation factors (selling expense, rent, talent, etc.) will 
enable you to see where your breakdown fits into the general 
practice. 


give you up-to-date data. Published twice-a-month with 


A “letter” to studio ma » CAM Reports is an experiment. It's 
the first publication to limit its editorial material to you and your probiems. 
It will research, compile and publish facts you, your accountants and your 
lawyers have been unable to gather. Without advertising, and with the 
relatively small number of studios, CAM Reports needs your support now to 
make the experiment work. Won't you subscribe right now, immediately after 
reading this page? 

With your subscription, CAM Reports will end, once and for all, a major 

vacuum in this field — the absence of accurate, prompt and trustworthy news. 
You no longer will have to ask anyone you meet, ‘How's business?’’ With 
CAM Reports, you will know and be able to tell others. 
CAM R — The first exclusive studio newsletter. CAM Reports 
will be published by the publishers.of ART DIRECTION. It is being prepared 
and edited in answer to the many requests we have received from studio 
owners and executives for a publication geared to the suppliers of art and 
photography. Many studios have already subscribed to CAM Reports, based 
upon a ‘‘dry run’’ edition and a desire to get a news publication for this 
field started. Studio subscribers may, if they wish, join in the various surveys 
now being made and prepared for the future. 

The National Association of Art Services, Inc., has already purchased 
subscriptions for each of its member studios. Inquiries are invited from any 
other studio organizations. 

While agency and company subscriptions will be accepted, it is understood 
that CAM Reports will be written for studio management and that CAM 
Reports reserves the right to limit subscriptions to studio personnel exclusively. 
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data as new as the day before mailing, information is rushed to 
you at the peak of its significance. 

alert you to buying trends. Accurate, prompt reportage 
of trends, fads, swings in art, photography and business practice 
can mean the difference of hundreds of dollars to you. 
prevent headaches. Just one item on taxes, accounting or 
law may save you — in dollars, time and aggravation — many, 
many times the value of the year's subscription. 

Fortify your decisions with never-before available facts. Subscribe 
now. Accept this no-risk offer. 

Regular rate is $20.00 a year (24 issues). Prepublication subscrip- 
tions accepted now are $15.00. If you're not fully satisfied with 
the first six issues, your full payment will be refunded: 


TO BE MONEY AHEAD, TIME AHEAD, ON TOP OF THE FACTS, SUBSCRIBE NOW. 


CAM REPORT 19 WEST 44th ST., ROOM 509 NEW YORK 36, N. Y 


Yes. Send me Creative Advertising Management Report now, at the no-risk 
prepublication rate of $15.00 for 24 issues. Payment is enclosed. | under- 
stand that CAM Report will publish Volume 1, No. | this September. 


ZONE STATE 
CAM Report is published by the publishers of ART DIRECTION 
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New Magic Marker 


12 COLOR ART SET 
The handy new Magic Marker Pens write. 
on ANY SURFACE... Instant dry... Spill- 
proof...Perfect for Artists, Designers, Lay- 
outmen and Draftsmen. 
COLORS: Flesh, Light Grey, Light Blue, Light 
Green, Yellow, Red, Orange, Black, Blue, Brown, Purple, Green. 

Replacement Pens Available at . . . $.77 Each 

Per Set (12 Colors) 


Texon Zippered Carrying Cases 


The most 40 carrying case for 


Wearproot Vinyl binding . 
mesh, double-duty center zip- 
pers for easier handling .. bot- 
tom studs prevent scuffing... ‘Two curved 
handles . BROWN and 
14x18” $ 8.75 BLACK...1%” gusset... 


West 31st New York 1N. Y. LA 4.9476 


With equal ease, you can make both 

Roman and Gothic characters without 

ever changing your brush! 

holds ink . 

yet new design 

poe STEEL 1 BRUSH far easier 

clean. At your art supply store. 
MANY USES 


© Auxiliary water color brush © Poster color work 
© Unusual textures, all media © Opaque fill-ins 

© Large poster lettering © Price tickets 

© Palette knife for oils © Store signs 


Send for FREE lesson chart 


STEEL BRUSH 


c. HowaRD HUNT 


PEN COMPANY 
Camden, N. J. 


Nothing Photographs Better than 


REPRODUCTION WHITE 


‘eproduction 


White 


*Ocess white 
Comme 
Co ine 


Weber Reproduction White pho- 
tographs true, that’s why it’s 
the favorite of photo-engravers, Available at all goed art supply stores. 


fF, WEBER CO. 


. Stays white indefinitely . . PHILADELPHIA 23, PA., ST. LOUIS 1, MO 
is perfect for air brush work. Manufacturing Artists’ Golormen Sines 1953 


Each Bainbridge Board is hung individually and straight 
to stay straight and lie flat for its entire useful life. All are 
slow-dried in clean, temperature-controlled air. Then, they 
are carefully hand sorted to eliminate even slightly im- 
perfect boards. 

No wonder Bainbridge is the line most in demand by 
top professionals and amateurs alike. Have you tried a 
Bainbridge Board — you should! 


BAINBRIDGE 


At all art supply : * Drawing Boards * Mounting Boards 


stores in most popular sizes | * Show Card Board * Mat Boards 


| CHARLES T. BAINBRIDOE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. 


| | BIG! 
B LD eand easy ake 
A, show 
ia 
siz show 
tiful 
CATA 
phot 
line! 
EXPR 
fluo! 
17 x 22” $10.50 20x 26” $12.50 23 x 31” $16.25 15-p 
FREE ! 0ur brand new beautifully illustrated fluo! 
192 page catalog ...a complete and Ultr 
tr up-to-date reference on art supplies and drafting Gro 
Sally materials. A written request on r business 
letterhead will assure prompt ... FREE! cor’ 
NOTE: Address orders and inquiries c/o Dept. P a ios 3 
artist supplies ANS 
| 
620, 
Tur 
if —good for your art work, too! 
a Art 


what’s new 


STRATHMORE IMPRESS: New specimen book 
shows text and cover weights in fluo- 
rescent white and natural white. Strath- 
more Paper Co., West Springfield, Mass. 


NEWS GOTHIC BOLD: Specimen booklet 
showing paragraphs and alphabets in 
full size range of News Gothic and News 
Gothic Bold, plus copyfitting data. Beau- 
tifully designed by Aaron Burns for The 
Composing Room. 


CATALINA: Specimen book shows uses of 
photoprocess face, Catalina. The Head- 
liners Inc., 44 W. 44th St., NYC 36. 


EXPRESSIONS IN LIGHT: An introduction to 
fluorescent painting with Black Light. 
15-page booklet. Tells how to work with 
fluorescent paints, chalks, crayons. From 
Ultra-Violet Products Inc., 5114 Walnut 
Grove Ave., San Gabriel, Cal. 


CORTLEA TEXT AND COVER: Specimen book- 
let shows rich, soft effects possible on 
this sheet by offset. Mohawk Paper Mills, 
Inc., Cohoes, N. Y. 


ANSCO SUPER HYPAN: Fine grain, high 
speed, b/w film now available in 120, 
620, and 20 exposure 35mm sizes. Offi- 
cial exposure index is Daylight 500 and 
Tungsten 400 it may be exposed at in- 
dexes of 1000 Daylight and Tungsten 
800, suiting it to existing light situa- 
tions, low-level shooting, scenics, por- 
traits and stop-action photography. For 
data sheet, Ansco, Binghamton, New 
York. 


CLIP-BOOK OF LINE ART now offered by 
Harry Volk Jr., Pleasantville, New Jer- 
sey. Subscription to the new “Art Direc- 
tors Clip Kit” $8.95 monthly for three 
issues yearly. Contains line art and 60- 
screen halftones reproducible as line art 
for outer space subjects, basic pix, two- 
color art, lettering, etc. Descriptive 
folder available. 


Tor: New projector for tracing, layout 
and design work. Features grey vinyl 
hood, 23 x 31 drawing board, floor level- 
ling devices ‘as well as roller castings, 
concealed lights, 18 x 23 copyboard. 
Gives 450% reduction and 400% en- 
largement. M. P. Goodkin Co., 24 Beach 
St., Newark 2, New Jersey. 


PROTECTING PACKAGES: Reducing package 
damage, delay and loss in shipping and 
mailing is subject of new informative 
brochure offered by Packaging Dep’t., 
Ever Ready Label Corp., 10 E. 49th St., 
N. Y. 17, N. Y. Request “The Case of 
the Prodigal Package.” 


NEW PRESSURE-SENSITIVE FILMS: “Clear 
Tak”, a clear polished film .0015” thick, 
is ideal for masking or providing a clear 
protective overlay for art work, layouts, 
etc. It is also very effective in imparting 
the gloss finish of coated stock to dum- 
mies or layouts prepared on dull-surface 
papers. It is easily applied by stripping 
off its protective backing sheet and 
applying with smooth even pressure, 
and may be removed to permit changes 
or additions. 

“Matte Tak” has the same properties 
as “Clear Tak” except that it’s matte 
finish permits typing or writing (with 
pen, pencil or crayon) on its surface 
cither before or after application. It is 
attached and removed in the same man- 
ner as “Clear Tak”. 

Standard sheet sizes are 14” x 21” for 
“Clear Tak”; 12” x 18” for “Matte Tak”. 
The adhesive on both is water-clear and 
heat-resistant, so that material can be 
reproduced by standard methods with 
the protective film in place. 

See local “Contak” or Chart-Pak dis- 
tributors or write direct to Chart-Pak, 
Inc., 55 Mulberry Street, Leeds, Massa- 
chusetts. 


@ No offensive odor or fumes 

@ |deal for work in close quarters 

@ Fast drying 

@ Goes on clear. . . stays clear 

@ No dribbling or spattering 

@ Fixes pencil, charcoal, pastel, crayon, chalk 
@ Smudgeproof, wrinkleproof 

@ No color distortion 

@ Perfect for rework 


@ Easy to erase through 


Krylon Workable Fixatif (No. 1306) is 
the perfect companion product to Krylon 
Permanent Crystal-Clear (No. 1303). 
Get both at your art material store today. 


IF YOU PRIZE IT... KRYLON-IZE IT! 


A COMPLETE TYPOGRAPHIC SERVICE 


PLAZA 
T7-2421 


e**+LINOTYPE - LUDLOW 


HAND COMPOSITION 
LAYOUT AND MAKE-UP 
FOUNDRY LOCK-UP 
REPRODUCTION PROOFS 


SKILSET TYPOGRAPHERS 


250 WEST 54th STREET, NEW YORK 19, N.Y. 
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ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


8 EAST 48 STREET © MURRAY WILL 8-0270 


The Stik-a-letter Ce. Rt. 2 - Bex 286, Escendide, Calif 


® 

CAMERA LUCIKON MODEL C-DIRECT PROJEC- i 

The choice of professionals = 

| 

a 

3 

Stik-a-letter.gm 

PROFESSIONAL 

s > 


YOU BET!...and you ain't 
heard nothin’ yet! 


Admaster “Stats on Acetate” 
are photo sharp, clean and 
opaque! You can have ’em in 
black, white or ANY color! 
They're modest in cost! 

Can be used for film strip 
art, movie titles, TV art, com- 

hensives and is limited only 

your imagination. 


cost? 
Black on clear acetote 11x14 ... $2.00 


Add negative charge of $1.00 ger 
sq. ft. to all orders. Acetate is .005 
thick ... available up to 20x24 
and there's no charge for opaquing 
paste-marks or positioning. 


How to order... 


Line copy (any size) plus a tissue 
tracing, showing: Focus... C 
sample (when necessary) . . . Posi- 
tion of copy on acetate... Outside 
dimensions of acetate. 


FREE! 
A wealth of STAT 
INFORMATION in 
our 24 poge stot 
catalog. Write or 
phone for your 
copy to: 


master 


INT 


what’s new 


SILK SCREEN FOR PACKAGING: Four page 
folder on mechanized screen process 
printing and its application to packag- 
ing available from Color Reproductions 
Inc., Garden State Road, Union, New 


Jersey. 


PLASTIC SIDE MOUNTS: Protection for 
slides at low cost offered by Admiral 
Photo Products’ Snip/Snap plastic side 
mounts. They fit over cardboard mounts, 
are shatterproof, scratch protected, one- 
third the weight of glass mounts, re- 
usable. Details from Admiral, 1010 W. 
Lake St., Chicago 7. 


ART TOOLS CATALOG: Catalog, listing, il- 
lustrated and explanatory, of precision 
built tools for graphic arts, allied fields, 
free from Griffin Mfg. Co., 191 Lynd- 
hurst St., Rochester 5, N. Y. Includes 
(a page each) information on stencil 
knife, Mahlstick, artist’s bridge, parallel 
liners, etc.. etc. 


CLIP FARM ART: John Andrews, well- 
known livestock and poultry artist of 
Omaha, has prepared a new monthly 
service for users of his clip farm art. 
Every month clients will receive a packet 
of five (8x10) Velox prints, which will 
contain scratchboard drawings of poul- 
try, swine, sheep, cattle, farm scenes, as 
well as those hard-to-get animals such 
as mink, goats, horses, dogs, cats, etc. 
A bonus two-color scratchboard drawing 
will be included with each packet. Every 
animal is drawn from true-to-type 
models, usable for direct mail, TV, ads, 
posters, sales letters, charts and numer- 
ous other ways. For free inspection of 
packet, write John Andrews, 1504 
Dodge, Omaha, Nebr. 


NEW GLUE HOLDER: Glu-Bird, a 11-072. 
package of Wilhold White Glue in 
striped package has fine-line tip, de- 
signed with selection of four pastel color 
bands at top. Lists 29¢. From Wilhold 
Products, 678 Clover St., Los Angeles 31, 
or 4600 W. Erie St., Chicago 44. 


LIGHT AND MOTION ON FOL: Shimmer- 
Motion, an adaptation of Shimmerglo 
foil process, combines light and motion 
on especially designed and prepared foil 
surfaces. The new process has been 
franchised to Dechar Corp., Brooklyn, 
by Shimmerglo Corp., New York. With 
addition of printing, Shimmer-Motion 
can create illusions of turning gears, 
bubbling carbonation, etc. Comes in 


compact, light frame. 


TO make a rough 


Om: 


or create fine 


FELT TIP PEN 


Here is a completely different 
kind of artists’ tool — that 
flatters all techniques in all 
kinds of work — from roughest 
sketching to finished art. 


Flo-master gives exciting 

new effects on any surface, 
in a rainbow of instant-drying, 
non-smudging colors. Precision 
a. 


made,with automatic valve 
controlled ink flow and 
interchangeable points. 
Compact and economical. 
See it —try it— buy it! At 
your local art supply or 
stationery dealer. 
The Fio-master 


Art Bulletin 

f/m shows many 

new ideas and 
Hi uses for Flo- 
i master in your 

work. Write for 
a copy today. me 


lPlo-masiar 


FELT TIP PEN 
Cushman & Denison Mtg. Co. 
Box AD-8, 625 Eighth Ave., N.Y. 18, ¥. 
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new 
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NEW SIZES FOR TUNGSTEN FILM: Super 
Anscochrome Tungsten film, reported 
by Ansco to be the world’s fastest indoor 
color film, now available in 16mm, 
$5mm (long length), and 70mm sizes. 
Official tungsten film speed is 100 with 
normal processing. Produces satisfactory 
results under wide range of light sources, 
from candlelight to studio photofloods. 


BOOKLET ON COLOR SEPARATIONS: Eastman 
Kodak Co. offers revised edition of eight- 
page booklet on Kodak Gray Contact 
Screen for making color separations 
from any kind of colored copy with 
Kodalith Pan Film. New data includes 
tables and information revised in the 
light of new knowledge gained from 
Kodak experiments and customer use, 
how to cut and angle a single Kodak 
Gray Contact Screen for four-color sepa- 
ration work, etc. Copies of Kodak Gray 
Contact Screen for Photolithography 
free from Sales Service Div., Eastman 
Kodak Co., Rochester, N. Y. 


MOU 


DATA BOOK ON COPYING, 6TH EDITION: 
Eastman Kodak’s Sixth Edition of the 
Data Book on Copying includes lighting, 
exposure, processing recommendations 
for copying graphs, negatives, prints, 
paintings, fabrics, etc., discussions of 
copying techniques and equipment, also 
information on new Kodak b/w and 
color materials which can be used in 
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it copying. Punched for insertion in metal- 
ring binder. Thumb index. 48 pages 
plus covers carry information. From 
Kodak dealers, 50¢. 
For complete specimens of this versatile type, see your - 
STENCIL CREATOR: Speedry Magic Marker nearest Bauer Type Dealer or write on your letterhead to: 
Stenciling Set enables anyone to create 
2 his own stencils. Dries instantly, ink is BAUER ALPHABETS, INC. 
- 235 E. 45th Street, New York 17, N. Y. OXford 7-1797-8-9 


permanent and takes to nearly all sur- 
faces such as wood, paper, metal, alumi- 
num, plastics. Set has 76 letters, coated 
paper easel, strips of masking tape to 
hold letters down, and the Stencileer. 
To work, cap is removed from Stencileer 
and its mohair head is rubbed across the 
letters. For $2.50 from Speedry Products, 
Box 97, Richmond Hill, Jamaica 18, 
N. Y. or art supply stores and stationers. 


NEW LENS: Leica M-E can expand its 
photographic vision through use of a 
new lens, the Dual-Range Summicron 
f/2, that allows photographer to move up 
to within 19 inches of subject but gives 
convenience in close-focusing range. The 
new 50mm lens offers precision, rapidity 
of rangefinder-viewfinder focusing, exact- 
ness of parallax-free bright-line framing 
in both ranges. 
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Broad Street Newark 2, New Jersey MArket 3 0562 


“Satisfaction is assured with CRESCENT illustration board!” 


CRESCENT CARDBOARD COMPANY 


1240 N. HOMAN AVENUE, CHICAGO 51, ILLINOIS 


QUALITY 
CARDBOARD, 


Remember,, you want the finest in 
fluorescence —ask for it by name 


Kodak TYPE C color 
printing at its best! 
© Backed by experience 
gained in 20 years of 
custom color printing 


COLOR CARD . .. for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. 15 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Gio fluorescent 
papers + cardboards + silk screen colors + bulletin colors 
coated fabrics + water colors + qwik-spray colors. 


BLUE—for (non-photographic) 
RED—fer glossy surfaces locetate, photos, stats) 
per BOXED ROLL 12 Feet x Inches 


trade talk 


ART DIRECTORS CHICAGO: w. Yale 


Wilson is now at 
Jordan, Sieker & Corbett, Inc., as AD and 
design consultant . . . Edward E. Wagner, 
who had been AD of Advertising Publica- 
tions Inc. since 1955, died at the age of 56. 
He had been ill a short time. As AD for 
API, which he joined in 1954, he directed 
design, layout and art for Advertising Age, 
Advertising Requirements, Industrial Market- 
ing . . . DALLAS: David Dunay,. former dis- 
play and packaging director of Allied Pur- 
chasing Corp. in New York, now director of 
display for Neiman-Marcus . . . NEW YORK: 
George Harrison, now AD at Dancer-Fitz- 
gerald-Sample, formerly at Geyer . . . Irwin 
Glusker is AD of American Heritage Pub- 
lishing Co.'s new bimonthly Horizon which 
appears for the first time Sept. 15. A maga 
zine in book form, it will have a third of its 
152 pages in full color and carry 20 articles 
and picture portfolios . . . Stanley Dersh. for- 
merly with Ted Bates, Inc. and Charles E. 
Cooper, Inc., now supervising AD of Socony 
Mobil . . . AD Kenneth Harris of Anderson 
& Cairns wed Amber Jane Harrington, daugh- 
ter of William Clark Harrington, a CBS execu- 
tive . . . SAN FRANCISCO: Theodore J. 
Shenkman. now AD for Boland Associates 
here, came from Pasadena and Burroughs 


ART & DESIGN BATON ROUGE: New 
art store, Art Mart, 


opened at 4773 North St. . . . CHICAGO: 
Industrial Designers’ Institute named as the 
three winners of the 1958 IDI Design Awards: 
Mel Boldt of Mel Boldt & Associates, Chicago, 
for design of the AMI Portable Washer; 
S. M. Highberger of Harley Earl, Inc., Detroit, 
for design of the Secretary Model Thermo- 
Fax Copying Machine; and Eero Saarinen 
of Eero Saarinen Associates, New York, for 
design of the Pedestal Group of tables and 
chairs manufactured by Knoll Associates... 
Chicago Cardboard Co. has changed its cor- 
porate name to Crescent Cardboard Co. to 
take full advantage of the crescent moon 
trademark the company has used for 56 
years . . . DETROIT: Monogram Art Studio 
has moved to larger quarters in the GM 
Building, 5-250, and has added a studio serv- 
ice staff. New phone, TRinity 5-5100 ... 
KANSAS CITY: The Fourth International Hall- 
mark Art Awards traveling exhibition will 
be at the William Rockhill Nelson Gallery, 
Sept. 17-Dec. 31 . . . LOS ANGELES: Dick 
Stow. former AD at Foote, Cone & Belding, 
Los Angeles, now sales rep for Fred Kopp 
Advertising Art .. . W. M. Harmer. president 
of Crest Advertising, resigned as advertising 
director of Motoracing, the sports car news- 
paper for which he also was staff artist— 
too much new business at Crest left him no 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


Board Poa 
- Yale time for the newspaper . . . NEW YORK: amnounced. Theme of the Conference: Meas- “STORYBOARD” PAD 
w at Edward C. Mante. now a vp at Kenyon & uring the Effectiveness of Advertising, to be ead § er fs 
) and Eckhordt, is manager of print production discussed in general session and also you to make man-sized TV 
igner, there .. . Sue Bayley left fashion stylist post group sessions or workshops for specific 
blica- on Du Pont account at BBDO for same posi- approaches . . . Theatre Gallery. which fea- background. . 
of 56. tion at Rockmore Co... . 9215th Air Reserve tures representational paintings, sketches, No. 72C—Pad Size 14x 17” 
D for (50 Sheets—4 Segments on 
Squadron. consisting of officers and noncoms, rt pieces all on subject of the theatre, 

ected men and women in advertising, radio/tv, opened with works of scenic designer David 

Age, publishing, public relations, want new mem- Hays . .. AAAA Eastern Annual Conference Tomkins TELEPAD 

arket- bers. Col. M. M. Frost of Eastern Airlines is will be held Oct. 27-28 at the Biltmore. James 

+ dis. the squadron commander . . . Col. Bernard D. Webb of C. J. La Roche & Co., Inc. is — sau” aes te 

Pur- Rose, commander of New York Air Reserve chairman of the eastern region . . . Dimen- audio panels on gray baock- 

or of Center, 346 Broadway, RE 2-8000, directs the sional Design, Inc. now in larger quarters — manatee: 

ORK: squadron’s administration . . . Spencer Cole at 37 W. 39 St.... Morton Schariman, for- 

Fite lection of illustrated books and manuscripts merly of Young & Rubicam art dept., now No. 72A—19 x 24” 

twin from 7th century to the present reopens about with Anderson & Cairns . . . Letterer/designer (50 Sheets—12 panels on Sheet) 
Pub- the middle of this month at the New York Ed Bengulat did cover design and art for es en pba 
hich Public Library, Fifth Avenue building. Print The Graphic Showcase issue on Morton PLES 

aga Division, which has more than 100,00 prints Mace, designer with Popular Publications. FOR THE ASKING! 

f its from 15th to 20th century, reopened Sept. 2 The Showcase is a new little booklet series 

cles ... Illustrator Robert Shore, faculty member on the work of editorial and advertising 

oe at School of Visual Arts, now heads SVA artists. Free copies from Graphic Showcase. | | wiite on your letter: 

illustration dept., evening session... National 137 E. 57 St., PL 8-2030.. . Miss Anita Cronk, head for 200-page cate- 

ony Business Publications conference at the Am- acting principal at School of Industrial Art. Suacianetie’ of hated! 

'son bassador Hotel, Sept. 22-23 . . . Advertising reports of the 288 June grads, about 30 per- Materials’’ 

igh- Research Foundation’s Fourth Annual Con- cent went into further art training in colleges : 
ecu ference will be Thursday, Oct. 2 at and other art schools, but majority took jobs : 

t the Waldorf. The annual subscribers’ in New York—a few migrated to Tarrytown ARTHUR BROWN & BRO. 
ites meeting, to elect directors, do other and Terrytoons. Over $20,000 in scholarships 

ghs business, will be on Dec. 11, location to be were won by the 30 percent furthering their 
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M. GRUMBA CHER . .... 


482 West 34th St. New York 1, N.Y. 


on every layout, illustration and mechanical. 


NORMAN M GRABER ART ASSOCIATES 
15 WEST 57 ST NY 19 PLAZA 3 3251 
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Chief Red-E-Stik has spoken. And his braves 
are on the warpath to help you win the fight for 
more wampum in your wigwam...with Red-E- 
Stik pressure-sensitive labeling. These self-ad- 
hesive labels enable you to cut costs, save time, 
boost sales, end waste. They can be used to 
simplify and speed every phase of your oper- 
ation. Here’s why each dollar for Red-E-Stik is a 
buck well spent... 


Stop To stop shoppers, your best bet is a 
package with impulse-buying appeal...a Red-E- 
Stik label with built-in impuise-impact. We create 
them for all package types...any size, shape, 
color... sheets, rolls, singles. 


Sell Red-€-Stik labels and signs drive home 
your story at the P-O-P. For use on plastics, film, 
glass, metal and wood, Red-E-Stik needs no 
water, heat, or glue. Just peel and press...even 
faster by machine. 

Satisfy Use Red-E-Stik labels to in- 
struct, guafantee, warn...to keep buyers sold, 
up repeat sales, cut returns. They can't curl or 
crawl...stay neat and clean. Call, write for 
samples and idea Kit of Red-E-Stik solutions to 
problems like yours. 


& 


ADY 


CREATIVE PRINTED SPECIALTIES 
10-F East 49th Street, N.Y.C. 17 
Plaza 1-3040 


trade talk 


pointed director of graphics at Schnur-Appel, 
design consultants, of Union, N. J. Charles 
Fulcher. formerly with Donald Deskey Asso- 
ciates, is now a product designer with S-A 
. . » David M. Yerzy moved his offices to 
18 E. 60 St., office 56, New York 22, PL 
5-8613. He reps Feliks Topolski, Tom Allen 
and Harvey Schmidt for art/illustration; 
Henry Clarke and Kazan for photography, 
and, in Paris, photographer Guy Arsac and 
fashion illustrator Bernard Blossac .. . 
PHILADELPHIA: The Philadelphia Art Direc- 
tors Club will hold the 24th annual show at 
the Commercial Museum. Preview will be 
May 8, with awards dinner-dance following 
the next week at-the Warwick Hotel (May 16). 
... PITTSBURGH: Contemporary French Print- 
makers show through Sept. 21 at Carnegie 
Institute . . . PLATTSBURGH, N. Y.: The 
Smithsonian traveling exhibition, The Ameri- 
can City in the 19th Century, a collection of 
prints, will be at State Teachers College 
here through Sept. 15 . . . RICHMOND: Rey- 
nolds Metals Co.'s $25,000 R. S. Reynolds 
Memorial Award for outstanding use of alu- 
minum in architecture was presented, along 
with aluminum emblems created by José de 
Rivera for the presentation, to six Belgian 
architects who designed the Transportation 


Pavilion at the Brussels World Fair. Award 
was made at American Institute of Architects’ 
annual convention—AIA administers the 
awards program . . . ST. LOUIS: Direct Mail 
Advertising Association present awards in 
their Direct Mail Leaders Contest during their 
4lst annual convention, being held at the 
Chase-Park Plaza hotels this month. Awards 
luncheon will be held Sept. 10 . . . SAN 
FRANCISCO: John Finen has joined Shawl 
Nyeland & Seavey art studio as AD and 
account rep. Finen had operated his own 
studio for a number of years and had been 
associated with Chaite Studios in New York. 


MEDIA New bi-monthly is Jack Lon 

don’s Adventure Magazine, 
edited and published by B. G. Davis, presi- 
dent of Davis Publications (and former presi- 
dent of Ziff-Davis Publishing Co.). Assistant 
publisher Joe Davis fills AD post, buys four- 
color cover art. At 527 Madison Ave., PL 
3-9377. First issue distribution, 145,000. B/w 
rate, $240 . . . Reader's Digest offers two- 
color for cost of b/w, $34,250 for one page, 
$60,000 a spread beginning January, 1959. 
Four-color becomes 13.1 percent more than 
b/w. Bleed will be offered at no additional 
cost. Premium position for every ad—next to 


get to know a new range of 


8 


Now, the recognized talents of Mel Richman, Inc. 

turn their creativity to slidefilms and visual presentations. 

This latest specialized service in the expanding Mel Richman portfolio is 
under the direction of Henry Gregg, widely known for his 

development of advanced audio-visual techniques. 


. 
P ackaging Waining . .. Mel Elaphels has been ap 
medicine 
— 
| 


for évery 
art use 


FIXATIVES 


resi- % ACROLITE CRYSTAL CLEAR SPRAY! 


Here's the ior Acrylic spray that's “Mild-Odored” 
four- clear forever. 

PL ACROLITE MATTE FIXATIVE SPRAY 

B/ A real matte fixative “You can work over” for pastel, char- 

bee coal and pencil. Won't alter tones or paper texture. 

ACROLITE “Peppermint” SPRAY 

age, It's delicately scented to please! Protects artwork for 
reproduction without “Glare Back” into camera lens. Insures 

959. 

han % RETOUCH, DAMAR VARNISH 

onal and TOUCH-UP COLORS 


\CROLITE PRODUCTS INC. W.Orange, N. J 


trade talk 


editorial—no extra cost. Vertical half-pages 
will be offered in the U. S. editjon, and will 
appear in outside columns. Some excep- 
tions in these offerings for western edition 
... . Life magazine is now accepting split 
run ads in western area. Best Foods was 
first advertiser to use this service, featured 
Best Foods mayonnaise west of the Rockies, 
and Hellman’s mayonnaise throughout rest of 
the country and Canada. They're four-color 
pages to run rest of this year and first half 
of next. Agency is Dancer-Fitzgerald-Sample. 
“Moderate service premiums” are involved 
in the split-run offer, announced advertising 
director Clay Buckhout. Offer good for half- 
pages and larger . . . New quarterly, Tele- 
vision Film. published by United Business 
Publications, will reach local and regional 
advertisers through tv station franchise plan. 
Editor is Mitchell Badler. AD is Arnold 
Schaffer who adds this duty onto those as 
promotion AD for UBP. Will buy art and 
photography, though most will come from 
within UBP. Address, 10 E. 40, N.Y.C., MU 6- 
3100. Cover and body will use a second 
color, but advertisers may use three- or four- 
color ads. B/w page rate, $480; addition of 
4A standard red or blue, $100 extra; other, 
$175 more . . . Family Weekly's new color 
supplement scheduled for January will be 


uality 


ye 


ransfers 


A Complete Color Service 


NORMAN KURSHAN, INC. 
Color Service 
8 West 56th Street 
New York 19, N. ¥. 
JUdson 6-0035 


Ine. A, B—The Budd Company, employee safety education 
10ns. C —Pepsi-Cola, sales management training 

D —Saturday Evening Post, sales promotion 
r his E —VanSant Dugdale Agency, client presentation 

F Scott Paper Co., visual aids for direct selling 
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NEW YORK 

485 lexington ave. 
oxford 7-6650 
PHILADELPHIA 
2009 chestnut st. 

locust 7-7600 
WILMINGTON, DEL. 
920 shipley st. 

olympia 8-5139 
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VERSATILE 


IN 

CONDENSED 
REGULAR 
EXTENDED 
BOLD 

BOLD EXT. 


FROM NEBIOLO,/TALY’S LEADING 
TYPEFOUNDRY, COMES MICROGRAMMA, 
A FRESH SANS SERIF: SQUARE IN FEEL- 
ING, STRONG YET SUBTLE IN ITS SUNNY 
MEDITERRANEAN GRACE. CONDENSED, 
REGULAR WITH BOLD, EXPANDED WITH 
BOLD. SIZES 6 TO 36. SEND FOR SHOW- 
ING OF BEAUTIFUL NEBIOLO TYPES, 
AVAILABLE FROM AMERICA’S LEADING 
IMPORTER OF EUROPEAN TYPES: 


AMSTERDAM 
CONTINENTAL TYPES 
& GRAPHIC EQUIPMENT, INC. 


268 FOURTH AVENUE, NEW YORK 10, N.Y. 
SPRING 7-4980 
Lithographed from a reproduction proof. 


called Suburbia Today. To have |! million 
initial circulation, be distributed by news- 
papers to major suburban areas. Beginning 
as a monthly, the publication will be four- 
color gravure, will buy photography and art 
(contact managing editor Delmar Lipp at 
405 Park Ave., NYC, PL 5-7900). Editors are 
Paul Hoffman and Marion Lowndes. Lipp, 
who has extensive photographic back- 
ground, reports Suburbia Today will aim 
high for quality photography and art, in- 
cluding cartoons. Will use illustrations for 
fiction, spots, etc... . 


PHOTOGRAPHY =a! C. Roper. who 


left technical repre- 
sentative post with Eastman Kodak in 1956 
to work as a free lance consultant, is now 
chief of the technical staff at Red Barn Color 
Laboratories. Valley Brook Farms, Strafford- 
Wayne, Pa. He had operated a b/w and 
color illustration studio in Philadelphia from 
1926-1941, when he joined Eastman... PPA- 
sponsored 1958-59 scholarship to Rochester 
Institute of Technology was awarded to 
Nikki A. Tompsett. 19, of South Bend, Ind., 
the son of Leslie A. Tompsett. M. Photog. ... 
Harry L. Fairchild now repping industrial 
photographer Art d’Arazien in Detroit and 
Chicago markets . . . Howell Conant now at 
248 E. 35 St., LE 2-7255, NYC . . . The com- 
bined busi pleasure trip to Europe taken 
by members of Advertising Club of Wash- 
ington, D. C. and their wives had as official 
photographer Lee Salsbery. owner of Wash- 
ington’s Lee Salsbery Studios . . . Pictures 
made in Brussels by Swiss photographer 
Bernard Moosbrugger for Architectural Forum 
were part of an illustrated slide-picture talk 
on the Brussels fair that Ogden Tanner, 
Forum’s associate editor, gave during a 
discussion of the fair, sponsored by Archi- 
tectural League and the Belgian Consulate 
At Art Direction’s deadline, it had not been 
definitely decided if Photo-Library. Inc. Gal- 
leries at 149 E. 69 St., NYC, would continue 
through September their August show of 
more than 500 record album covers featuring 
dramatic use of color photography by noted 


TV-FILMS Mina Finn now tv director for 

Webb Associates. New York, 
from Fuller & Smith & Ross... Libby Calamia 
now AD for WABC and WABC-TV, New 
York, from AD post at Dell Publishing .. . 
Joseph Harris. now tv AD for Dancer-Fits- 
gerald-Sample. New York, came from Cello- 
Chicago office to larger quarters in LaSalle- 
Wacker Building, 221 N. LaSalle St. Anima- 
tion's midwest rep, Joe W. Edwards, con- 


X-16672 . . . One of the thousands 
of pictures from our stock library 


ANOTHER SURPRISE SITUATION 
PICTURE FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.50 for 11th Edition Catalog 
(in N. Y. C. add 3% Sales Tax) 


319 East 44 Street . 646 North 
New York 17, N.Y. Chicago 11, I 


essential art tools... 


Use X-acto replaceable-blade 
Knives wherever 
sharp is required...for Sten- 
cils « iskets « Silk Screen 
Retouching Mat Cutting Mon- 
tage « Etching « Scratchboard 
FREE! BUYING GUIDE for 
X-acto Artists’ Knives, Tools, 

Art and Craft Sets. 
48-97 Van Dam Street, t.1.C. 1, N.Y. 


BETTE YB 
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talk 


in charge .. . Advertising Association 
of tho West. in convention in Vancouver, 
B. C., announced Animation, Inc. Hollywood 
produced the best tv spot commercial in the 
AAW competition this year. Animation won 
this award last year, too. The spot was a 
Speedway Gasoline commercial made for 
W. B. Doner agency .. . The AAW tv ID 
first place craft competition award went to 
Playhouse Pictures for their Burgermeister 
Beer animated tv commercial series, pro- 
duced for BBDO, San Francisco. Playhouse 
designed and created the Burgie character 
who appears in 50 western tv stations, and 
has been recently dubbed in Spanish and 
Hawaiian. The BB series, by the way, won 
first place popularity on Pacific Coast in 
American Research Bureau's tabulation of 
bestliked spots ...In AAW’s color com- 
mercials category, Playhouse Pictures’ ani- 
mated recruiting trailer created for the Navy 
won first place 


Cover designers 
The cover this month was the result of 
a photograph taken by Phil Fahs. Look 
carefully and you will see LA AD Dale 
Puckett in the window of an advertising 
agency late at night; so typical of the 
business and story it obviously tells, that 
Phil asked co-designer Jim Wood to crop 
the photo and supply the color and type 
application. Jim is with Tri-Arts pro- 
ducing some fine layout & promotion. 
Phil has been independently shooting 
for advertising for 16 years. Both are 
natives of the great southwest applying 
their talents to national accounts as 
well. e 


Highly faithful facsimiles of any full-color copy in any 
size up to 16” x 20”, and in any quantity you need. 
Ideal for layout purposes, salesmen’s portfolio inserts, 
point-of-sale displays, and other forms of sales presenta- 
tion. Inexpensive. Day-and-night service. For samples 
and a price list, phone any of our offices now. 


PROGRESSIVE COMPOSITION COMPANY 
9th & Sansom Streets - Philadelphia 7, Pa. 
WAlnut 2-2711 


Milton 4-2771 


and be in touch with a service that 

can offer you veloxes (line, halftone, 

highlight, combinations,) blow-ups, 

photostats, copy prints, 

b> film positives, still-life 

photography, color 
filtering, b&w 


from ektachromes, 


Brine Junker 


‘ 
1301-505 FIFTH AVE.—N. Y. CALL MU 


INDUSTRIAL ART © AVIATION, MISSILES, ASTRONAUTICSE 


| P* : 
MUrray Hill 2-1723 i SAratoga 7-5302 EXecutive 3-7444 
THE PHONE ONCE a 
> 
8440 
[MAPS OF ALL KINDS, BIRDSEYE VIEWS TE 
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There once was man of 
Who naturally felt strong resentment 
For papers lacking the brightness 
Opacity and whiteness* 

Of fine Millers Falls Opaque Parchment 


MILLERS FALLS 


OPAQUE PARCHMENT 
Better papere are with cotton ther 


MILLERS FALLS PAPER CO. ° MILLERS FALLS, MASS. 


booknotes 


ART ALWAYS CHANGES. Ray Bethers. Hastings. 
$3.95. 


Painter/author Bethers has also been an 
agency and magazine art director, illus- 
trator, art instructor, industrial designer. 
This, his 13th book, on how to under- 
stand modern painting, introduces, ex- 
plains, and illustrates the subject—with 
a painting of his studio done over to 
graphically show how it would be done 
in the manner of each of the movements 
and leading artists. Of the 96 pages, 
including index, nearly every other is 
an illustration. 


THREE-DIMENSIONAL DRAWING, Andrew 
Loomis, Viking. $5.95. 

A revised edition of Mr. Loomis’ “Suc- 
cessful Drawing”, with 16 pages added 
covering new technical material on per- 
spective. It’s a step-by-step how-to book. 


This is a book on psychology. It deals 
with the theory and application of a 
technique called the semantic differen- 
tial. This is a means of measuring atti- 
tude and attitude change. In addition 
to its value to clinical and social psy- 
chologists, it is of interest to serious 
students of the psychological aspects of 
mass communication. 


ADVERTISING COPY, LAYOUT and TYPOG- 
RAPHY, Ronald Press. $7.50. 

Virtually a self-teaching book for stu- 
dents of advertising. Takes reader step- 
by-step through the creation of an ad, 
emphasizing principles of creative adver- 
tising. Almost 500 pp, illustrated and 
indexed. 


A GUIDE TO ART MUSEUMS IN THE UNITED 
STATES. W. Aubrey Cartwright. Duell, Sloan and 
Pearce. $3.95. 


This guide-book covers the southern 
half of the East Coast, from Washington 
to Miami, is one of a series being pre- 
pared. In all, three volumes are planned 
for the East Coast, one for the mid- 
West, one for the West Coast. Contains 
data on 25 museums in 17 cities and a 


‘comprehensive index listing every artist 


represented in the permanent collection 
of these museums. Over 2000 artists are 
listed. Book is a reference volume and 
serves as a museum handbook. 


RIGHT... -BRIGHTER...BRIGHTEST ! tf 


0 LD 4 
4 


Fluorescent 
Screen Process 


Colors... 


the choice for 
2 of the 
biggest 
fluorescent 
color jobs ever 
run in the United 
States and Canada! 
Two of the world’s largest oil companies . . . 
spending hundreds of thousands of dollars 
on P.O.P. material . . . conducted thorough 
comparison studies and then selected BOLD 
over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 
@ “Coler Card” Brochure: swatches and technical data. 
@ Design Article: expert advice on art and copy techniques. A 

@ Newsletter: cost and use trends in the fluorescent field. 
CONSULT YOUR SILK SCREEN PRINTER / 
Specify BOLD “For ail your bright ideas” 


announces S Lectures 


Thurspay Evenines, 8pm. 
164 October 1958 


Lev ARTS, 
RE ce" 


tows STUDIOS, ine. 
CAST ORANGE M3. 


Kurt H. Volk, inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 


| 
4 
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\ THE MEASUREMENT OF MEANING. Osgood, 
; , : Suci, and Tannenbaum. Univ. of Illinois Press. 
$7.50. 
3550 Tewhy Ave., Chicago 46, 10 
4 South Keorny, © San Leandro, Coilf. 
| 
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| H. N. WERKMAN, A HOMAGE: THE NEXT CALL. 
F. R. A. Henkels, W. Sandberg, Kurt Martin, 

H. A. P. Grieshaber, et al. Wittenborn. $12.50. 


This is a collection of 46 color plates by 
H. N. Werkman, the Dutch graphic ar- 
tist / painter / printer / typographer/ writer 
who was killed by the Nazis just before 
‘the war’s end, and 31 color plates by 
his students and friends. There are also 
‘articles in German and Dutch on Werk- 
‘man’s work and influence on 20th cen- 
tury design by W. J. H. B. Sandberg, 
typographic designer and director, Ste- 
delijk Museum and of the Municipal 
Museum of Amsterdam; A. P. Gries- 
haber, professor at the Art Academy of 
Karlsruhe, Germany; and other leading 
figures in the arts world of Europe. The 
book was designed by Sandberg and 
Grieshaber, includes a section of work 
by students at the Karlsruhe school. 
Mm Werkman had always worked freely 
. and experimentally, never commercially, 
Wy Toad and did much with color in types and 
COLOR LABORATORY | papers, collage illustrations. Many of the 
examples in this book are from Die 
DYE TRANSFER PRINTS | Bioiwe Schuit (the blue barge), the 
ORtcon 9-7360 | illegal press he ran under Nazi occupa- 
a” tion, and were recovered after his death. 


has 


HERBERT LEUPIN POSTERS. Manvel Gasser. 
Wittenborn. $12.50. 


Swiss printed, portfolio of reproductions, 
condensed, of Leupin posters, tipped in 
on 15” by 114” sheets. Manuel Gasser’s 
introduction, in German and English, 
includes comments on the poster as an 
advertising medium yesterday and today, 
and Leupin’s contributions. In addition 
to the tipped-in colored examples, there 
is a thumbnail b/w illustrated listing of 
the pieces plus, in German and English, 
notes on the posters, and why they were 
done as they were. Book includes one 
actual poster. 


SERVICE PRODUCTION IN ADVERTISING AND THE 
; GRAPHIC ARTS. David Hymes. Holt. $8.75. 


DEPENDABILITY 
Concise text on the subject, including 
UNLIMITED PRINT SIZE all the areas involved from advertising 
art to paper, printing methods, ink, and 
including lists of terms and their defini- 


SAVE TIME WITH tions, copyfitting tables, samples of paper 


‘THE RIGHT PRINT (printed), many sections of typefaces 
from Linotype, Intertype, Ludlow and 


T PHOT L AB combinations of text and display, also 
EC 0 S. specimens of handset foundry types. 
14 EAST 39th ST_ NYC +» MU 3.5052 Liberal use of b/w line illustrations to | TyPOGRAPHERS, INC. 
explain text. Indexed. 376 pages. 37 East 21st Street, N.Y.10 GR 5-7850 
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the Art of Drawing 
by 

Tn a few short months this 
handsome and inspiring 
book has become a best 
seller in its field. 

It has been acclaimed by 
artists and art authorities as 
filling a long felt need for 
those who are tired of be- 
ing second rate for want of 
an adequate basic training. 
And now even those who 
have never drawn before 


are finding stimulation in 
its simple, lucid text. 


Your bookstore or art materials 
dealer can still supply a copy 
of the Ist edition 


$10 


or send remittance to: 
WATSON-GUPTILL PUBLICATIONS 
24 West 40th St., New York 18, N. Y. 
(Publisher of American Artist ) 


Please add 3% city sales tax for NYC deliveries 


OPPOSITE 
THE 
MUSEUM 


JU 2-6470 


32 W. 53 St., NYC 19 
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KEN BUTLER’S LAYOUT SCRAPBOOK. Kenneth 
B. Butler, George C. Likeness, Stanley A. Kor- 
deck. Butler Typo-Design Research Center. $3.75. 


From Mendota, IIL, this softcover book, 
No. 5 in the company’s series of hand- 
books, contains 101 publication layouts 
which can be used as is or modified. 
Layout samples are given with authors’ 
notes on same. Introduction lists sources 


for phototype, paste-up type, shading 
sheets. 


AMERICAN HERITAGE. Vol. IX, No. 4. $2.95. 


A miniature, A Revolutionary Officer, 
by John Trumbull, “Painter of the 
Revolution,” is on the cover. An article 
on the painter, by E. H. Silverman, in- 
cludes also 18 examples of Trumbull’s 
art, including 10 in color, one of which 
is a bleed double spread in color. Also, 
other historical articles and illustrations, 
subjects including Woodrow Wilson (by 
Herbert Hoover), an excerpt from the 
Hoover book, The Ordeal of Woodrow 
Wilson. Anthony Saris did illustrations 
for the American Heritage excerpt. 


THE WRITINGS OF ALBRECHT DURER. Edited by 


Ten b/w plates of Diirer works and 13 
pages of his sketches and pen-and-ink 
studies illustrate this 288-page, indexed 
book translated from the German by 
Conway. An introduction by Alfred 
Werner, and background material on 
Diirer’s time, life and art by Conway 
complete the book, most of which is 
taken up with translations of Diirer’s 
letters and fragments of his diaries. 


JUAN GRIS. James Thrall Soby. Doubleday. 
$5.50. 


This Museum of Modern Art Book 
printed in England has study of Gris, 
the artist and man, by Soby and 126 
illustrations, 19 in color. Published by 
the Modern in connection with its Gris 
exhibit, which later went to Minneapo- 
lis Institute of Arts, the San Francisco 
Museum of Art and the Los Angeles 
County Museum, this is the first mono- 
graph on Gris published in the United 
States. Chronology, index. Bibliography, 
a selected list of writings by and about 
the painter and books that he illus- 
trated, compiled by Bernard Karpel, 128 
pages. 


TRIANGLE 


water colors 


Finely ground quality 
pigments in the widest 
range of brilliant colors. 


Superior media, ensur- 
ing smooth, even, quick 
drying characteristics. 


Old world craftsman- 
ship — most advanced 
scientific methods. 


only Triangle gives you 
‘one stroke’ perform- 
ance ... write for new 
color chart. 


TRIANGLE COLOR COMPANY 


Producers of fine color since 1918 


1026 North Water Street 
Milwaukee 2, Wisconsin 


Helping advertisers and editors to 
communicate with words and pictures 
since 1938. Full information on request. 


SICKLES 


Photo-Reporting SERVICE 


193 Maplewood Avenue * Maplewood, N. J. 
SOuth Orange 3-6355 


call alfred henry 


at plaza 7-5321 
for the very best 
in MECHANICALS 
that only expert, 
individual atten- 
tion can give, at 


unbeatable value 
BEES 


A 


: 
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Sa 
i 
4 Covered from Coast-to-Coast! 
| 
RTisST 
i MATERIALS CO. MODERN 
Expert Picture Framing 


918 


“ 


hundreds 
prtists in all 


Largest selection, Self-adhering 
 AD-letter— 


HAND LETTERED 
ALPHABETS 


Most accurate and lowest cost 
method of producing your own 
hand lettered headings 


Gothics 


Bodonis 


FREE CATALOG AT YOUR ART SUPPLY DEALER 
or write 7466 Beverly Bivd., Los Angeles 36, Calif. 


.... and many other styles 
on clear acetate sheets with 
adhesive back. Merely cut 
out letters with razor blade, 
assemble on light blue line. 


lly Screened 
PERSONNEL 
in the fields of | pHOTOGRAPHY 
@ ADVERTISING 


BR 9-8900 
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ON THE ART OF DRAWING. Robert Fawcett. 
Watson-Guptill. $10. 


Techniques of drawing explained ‘and 
illustrated by the author who, with 
Eugene M. Ettenberg, also designed the 
book. 112 illustrations, in pencil, felt 
pen, ink and wash, crayon, chalk, casein 
tempera, charcoal, brush and ink. The 
author, a leading illustrator for over 
30 years, is a member of the founding 
faculty at Famous Artists Schools, and 
has twice been president of the West- 
port Artists. 


ART AND THE HUMAN ENTERPRISE. Iredell 
Jenkins. Harvard University Press. $5.50. 


Philosophical study of the nature of art 
and of its role in human life. In develop- 
ing his theory, the author, who is pro- 
fessor of philosophy and chairman of 
the department of philosophy at the 
University of Alabama, analyzes the 
esthetic process, including the structure 
and content of esthetic experience and 
also discusses “the esthetic and the 
pseudo-esthetic.” Indexed. 318 pages. 


CHINA COLLECTORS’ GUIDE. Stanley W. Fisher. 
Collings. $6. 


Earthenware, porcelains, lustre wares, 
every classification of Englishware, de- 
scribed in detail by the author, an 
acknowledged expert on antiques espe- 
cially in the field of ceramics. Seventy- 
five halftones illustrate examples of the 
fields, discussed. Distinguishing charac- 
teristics in form and decoration are 
given and these are discussed in detail. 
Artists and potters and their work are 
described. 193 pages, indexed, printed 
in England. 


THE MODERNS AND THEIR WORLD. Sir John 
Rothenstein. Philosophical Library. $12. 


A long introduction by the Director 
of the Tate Gallery, London, begins 
this picture book of 96 reproductions, 
48 in color, of representative work from 
Cezanne to contemporary artists. The 
British examples were chosen by Sir 
John, the rest by the publishers. Also 
included, short biographies of the artists, 
a bibliography of general literature on 
the field, descriptions of the plates—t.tle 
and painter, when done, medium, size, 
location of the original. 96 pages. 


Printed in Switzerland. 


LATEST DEVELOPMENT OF 
ACETATE SHEETS 
WITH ADHESIVE BACK 


Color Film in Matte-Finish 


@ 51 Different Standard matched printing 
inks including Gold, Silver and Fluor- 
escent colors 


Shading Film in Matte-Finish 


@ Standard Screens from 30 to 85 line 
®@ Standard Tones from 15 to 60% 
@ Tokes pencil, pen and color smoothly 


Hand Lettering & Type Alphabets 
© Over 300 of the latest Styles 
from 18 to 144 pt. 
Send for FREE 
“How-to-do-it”’ booklets 


H. T. HERBERT CO. 
10-63 Jackson Ave., 
Long Island City 1, 


est files for YOU three ‘a a 
NY 41st Street 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


177. Herbert Leupin Posters. Manvel Gasser. 

Swiss printed portfolio of reproductions, 
condensed, of Leupin posters tipped in on 15” 
déep by 11%” sheets, plus comments on the 
poster as an advertising medium, and Leupin's 
contributions to the field. Also, an actual 
poster. $12.50. 


178. Production in and the 

Graphic Arts. David Hymes. Concise 
text on the subject, including all the areas 
involved from advertising art to paper, print- 
ing methods, inks, and lists of terms and defini- 
tions, copyfitting tables, samples of paper 
(printed), sections of typefaces from Linotype, 
Intertype, Ludlow. $8.75. 


179. Metivetion Research. Horry Henry. 
Practices and uses of MR for advertising, 
marketing by a man called an international 
authority on the subject. The author is director 
of research at McCann-Erickson Advertising 
ltd., London, and chairman of McCann's 
Evropean Research Committee. $5. 


ANNUALS 
156. International Poster Annual, 1957. Edited 
by Arthur Niggli. A cross-section of poster 
design ideas and art the world over. Large, well 
printed illustrations of 500 posters from 20 coun- 
tries plus critical analysis of trends by three 
authorities. $10.95. 


162. Graphic Annual 1957/58, Walter Herdeg 

& Charles Rosner. 813 crisply printed illus- 
trations of the yeors best in art and design in 
every media from every country. A visual idea 
file, informative, stimulating. $14.00. 


165. 36th Art Directors Annual, 1957. The 36th 

show of the New York Art Directors club, 
in permanent form. Book is bound in brown cloth, 
gold stamped, and comes in durable slip case. 
Designed by Nelson Gruppo with the assistance 
of Edward G. Infurna. Lettering by Harold D. 
Vursell. $12.50. (Also available, the 35th Annual. 
Order number is 146. $12.50.) 


171. U. S. Camera 1958. Edited by Tom Ma- 
loney. Special recognition to advertising 
photography with special section of 15 pages 
of best of year, chosen by New York AD club. 
Also, color photography, portfolios by leading 
photographers, special reports on rockets and 
missiles, other special subjects. $8.50. 


172. Modern Publicity, 1957-58. Frank A. Mer- 

cer, Editor. Over 1000 illustrations, more 
than 100 in color, of outstanding ads and pro- 
motions from all over the world. All pieces are 
fully credited, indexed. Everything included, from 
trade marks, labels, through record sleeves, 
packaging, direct mail, as well as news and 
magazine ads. $10. 


176. Penrose Annual 1958. Edited by Allan 

Delafons. Designed by Arthur Spence. 
Highest quality material on the graphic arts in 
Europe and the United Stotes. a review of the 
best in all fields, excellently designed and repro- 
duced. Thoughtful articles by authorities in all 
the fields of graphic arts, both of general and 
technical nature. 138 pages plus 25 sections of 
illustrations. $11.50. 


ART 
154. Art Archives. Edited by Harry C. Coffin. 

Over 500 line illustrations of historic periods, 
events, activities, persons and places, all for 
unrestricted reproduction in advertising and pub- 
lishing. An introductory. page lists aids on how- 
to-use, for example, for line reproduction in black, 
in color, with overall screen in one color, etc. 
An alphabetical cross-reference index is included 
before the main body of spiral-bound coated 
paper pages. $10. 
155. Art Directing. Nathaniel Pousette-Dart, 

editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 
on various phases of art directing, each section 
comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 
tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogra- 
phy and an index. $15. 


Author, in the field over 37 years and now with 
BBDO, New York, includes demonstrations, visual 
helps, professional samples, information on ren- 
dering in all media, comprehensives shown in all 
the stages of development. $13.50. 
169. 300 Years of American Painting. Alexander 
Eliot. A tremendous project by Time, Inc. 
which for the first time correlates American paint- 
ers and their art with the historical development 
of the country. Time's art editor describes the 
artists, their work, personal histories. AD Michael 
J. Phillips. 250 full color plates. $13.50. 


PHOTOGRAPHY 
170. The Fecal Encyclopedia of Photography. 

This 1298-page (not counting 32 pages of 
introduction) reference work, takes the place of 
a complete library in the field. P. C. Poynter 
was the art editor. Alphabetically arranged, 
loaded with graphs, diagrams, b/w illustrations. 
$20. 


PRODUCTION 
138. Type identification Chart. A complete type 
chart, printed on a series of circular mov- 
able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


TELEVISION 
152. The Television Commercial. Revised and 

Enlarged Edition. Harry Wayne McMahon, 
The author, a tv commercial corisultant, was yp 
in charge of tv commercial production and o 
member of the creative plans board at McCann 
Erickson, New York. His book discusses all phases 
of television commercials and uses examples of 
actual jobs to illustrate points. $6.50. 
173. Television Production, the TV Handbook 

and Dictionary. Horry Wayne McMahan. 
Working tool explaining 16 basic operations in 
tv, and language of the field. More than 2000 
terms defined. Chapters included on live w, 
film, lighting, camera, art, titles and scenery, 
animation, film and processing, optical effects 
and special effects, etc. $7.50. 


GENERAL 
79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the Americar 
Association of Advertising Agencies. $2.95. 
159. Hew to Predict What People Will Buy. 
Louis Cheskin. Analysis of motivational re- 
search, what it is, how it works, what it means 
to advertising. $5.00. 
160. Motivation in Motives that 
Make People Buy. Pierre Martineau. A 
thorough analysis of the consumer as a human 
being: how he behaves, why he buys, what fac- 
tors in advertising actually influence him. How 
emotions overrule logic, how to appeal to emo- 
tions, the role of semantics and symbolism in 
influencing purchases. $5.50. 
174. Photomechanics and Printing. J. S. Mertle 
and Gordon L. Monsen. Definitive work on 
the printing processes by two of the country’s 
greatest authorities in plate-making and printing. 
Fully illustrated 400-plus pages. Up to the minute 
data on original copy for reproduction, photo- 
graphic materials and equipment, color reproduc- 
tion, all processes. Fully indexed. $15. 
175. Color...How to See and Use It. Fred 
Bond. Spiral bound, hard cover technical 
study in simple language of the principles of color 
relationships and associations. Basic procedures 
in solving color problems, for photographers, 
artists, industrial designers, teachers and stu- 
dents. Author has been a photographer, color 
consultant, author and lecturer on the subject 
for more than 30 years. Includes 19 pages of color 
plates, 53 b/w, envelope of hue selector masks. 
$8.75, plastic bound $9.75 in case. 


ART DIRECTION 
19 W. 44th Street, New York 36, N. Y. 


138 146 154 155 
170 171 172 173 


Amt. Encl. $_ 


Please send me, postpaid, the books corresponding to numbers circled below. 
156 159 160 162 164 165 


174 175 176 177 178 179 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 
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CUTTING TOOLS FOR ARTISTS, 
Si.K SCREEN AND ZIP-A-TONE’ 
WORKERS ..... 


These blades will fit many of your 
present fools such as compasses, — 
lead holders etc. in place of standard lead! 


BALL SEARING SWIVEL KNIFE BLADE 


Na 69 BLADE -$2.00 ea 
No. 67 AR BLADE 


For cutting and ink correction. Aa: 
Packaged [2 in vial, $300 
COMPASSES! 


Send cash with order & T 
Sead of orders fo 


M.R. KIRSTEIN 
Art Supply Dept. 
183 Saint Pau! St 
Rochester 4, N.Y. 


University Press. $4. 


297 were rejected. 


“jobs to fit artists 
artists to fit jobs” 


mor HENRY PRICE 


Agency/Graphic—Arts Personnel 
48 W. 48th, N:Y.C. 36, CIrcle 5-8228 


engineering, business, 


books, articles and studies. 


CATALOGUE OF COLOUR REPRODUCTIONS OF 
PAINTINGS 1860 TO 1957. UNESCO. Columbia 


Three hundred sixty-eight pages of 992 
b/w illustrations plus descriptions and 
availability of reproductions, a preface 
by W. H. J. B. Sandberg, director of the 
Gemeente Musea, Amsterdam—who notes 
more and more reproductions are being 
published, quality is improving, public. 
demand increasing—and index of artists, 
lists of publishers and printers. Since 
the last volume, Catalog of Color Re- 
productions of Paintings—1860 to 1955, | 
569 new reproductions were submitted 
to the cc mmittee of experts who choose 
reproductions to be included in the vol- 

umes, using criteria of fidelity of color 
reproduction, significance of the artist, 
and importance of the original painting. 


Alphabetical-by-author arrangement of 
bibliography of creativity in arts, science, 
social sciences, 
psychoanalysis, etc. Compiled by the firm 
of technical manpower consultants from 


Acrolite Products, Inc. 
AD Employment Agency 
Admaster Prints, Inc. 
Advertising Typographers Association 
of America ....... 

Advertising Typog: aphers Association 

of America (New York Group).................. 26, 
American Artists Co....... 
American Blueprint Co. 


PHOTOSTATS 


AMERICAN 
BLUEPRINT CO 


7 EAST 47" ST. Phaze 1-2240 
299 MADISON AVE. 
630 FIFTH AVE. 


60 EAST 56" ST. Plaza 1-2240 


Graphic Equipment, Inc. 
of New York 
Artist Guild 


Bertin, 


Brown & Bros., Arthur 


Gamers Hawaii 

Cello-Tak 

— Studios, Alewander 
Corry 

Craftint Mio. Co 

Crane-Gallo Artists 


Crescent Cardboard C: 
Cushman & Denison Mfg. 


Davidson, R. J. 
Delta Brush Mfg. Co 
Ducas Studios, Jacq 


Eagle Pencil Co 


astern 
Edstan Studi 
Ever Ready Label Corporati 


Famous Artists Schools, Inc 
Faraghan Georg 
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announcing 
life sketch group 
for 


commercial artists 


starting Ist Thursday 
after LABOR DAY 


phone or write for 
information 


Featuring a Complete 
Line of 


PALETTE 
_Materials 
ART including Artype, 
Zip-a-T one, Bourges, 

co. INC. and Color-Aid. 


436 Madison Ave., N.Y.C., PL 3-7338 


TYPOGRAPHY BY @ 


111 EIGHTH AVENUE 
NEW YORK 11, N. Y. WA 4-5069-70 


it type 


IN SECONDS! 


Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 


HABERULE 


BOX AD-245 + WILTON CONN. 


@cdvertising photography 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 
158 W. 44 St., N. Y. 36 


N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat. 
62 - 3rd Avenue, nr. 11th St., N.Y.C. GR 3-5390 


COLOR SERVICE 
Acorn Color Laboratory 
Dye transfer prints from transp. & ektacolor. 
168 W. 46th St., N. Y. C. Cl 7-2260 


COLORSTATS 


Ralph Marks Color Labs 
Low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 17 


JU 6-1090 


EL 5-6740 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 
Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 
Murray Levy 
Fast, clean, accurate. Multi-color separations. 
299 Madison Avenue, NYC 17. MuUrrayhill 2-4979 
Walt Mesmer 
Layout & illustration; humorous spots 
114 E. 40 St. 


PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 
Experienced and trainees—all phases 


Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 
Robert Crandall Associates, Inc. 
Duplicates, retouching, assembiies, photocompos- 
ing, processing. 
58 W. 47 St., N.Y. C. 36 Cl 7-7377 
Ferrara Color Studios, Inc. 
Creators of Colorsemblies 
Ektas assembled, retouched, duplicated 
112 W. 48 St., NYC 36 Plaza 7-7777 


Hamilton Color 

35 mm. & Stereo Duplicates 

127 N. 2nd St., Hamilton, Ohio 
Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


MU 2-6138 


10 E. 46th St., N. Y. 17 MU 7-2595 
PHOTO SERVICES—BAW 
Photo Services 

Two Laboratories: 

319 E. 44 St. 480 Lexington Ave. 


Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 


Call Ralph Baum LExington 2-4052 


Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & White 


10 W. 33rd St., N. Y. C. PE 6-6850 
Color Transparency Retouching Studio 

Finest Retouching and Assembling 

58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 


experts. 

58 W. 47 St., N. Y. C. 36 
Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MuUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 

475 Fifth Ave., N. Y. C. MU 5-7258 
Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 
Frank Van Steen 

Color Retouching. 

370 Lexington Ave., N. Y. C. 


Cl 7-7377 


Cl 5-6489 


LE 2-6515 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
* Visual Aids * Promotional Material © Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 


Rapid Art Service, Inc. 

Creative Art Studio ¢ Silk Screen © Typesetting & 
Letterpress Bookbinding Charts and Maps 
Exhibits & Displays ¢ All under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 

304 E. 45th St., NYC 17 MUrray Hill 3-8215 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5- 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 
Rapid Art Service, Inc. 

Midtown's largest silk screen shop 

highest quality — fastest service 

304 E. 45th St., NYC 17 MuUrray Hill 3-8215 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


: STOCK PHOTOS 
Walter Chandoha 
Animal Photography—Specializing in Cats & Dogs 
Box 237, Huntington Station, L. |. HAmilton 7-8260 


Frederic Lewis 
Photographs of Everything 
36 W. 44th St., NYC 36 MU 2-7134 


Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 
Underwood name. See our advertisement p. 76. 
319 East 44th St., N. Y. 17. . . MU 4-5400 

646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 
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Uncerwood & Underwood News Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 

3 W. 46th St., N. Y. C. 36 JU 6-5910 


TELEVISION SERVICES 
Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 Cl 5-6781 
National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 


(continued) 

& Donderi, Inc. 12 
Co., The. 59 
Foz River Paper Corp......... 18 
Freelance Artists 81 
Artiste Supplies, A. 30 
Friedman, Estelle .......... $1 
Friedrichs Co., E. H. & A. C.......: 85 


A unique opportunity 
for a small or medium size 
ART STUDIO OWNER 
If you are tired of being contact man, art 
director, and glorified messenger boy .. . 
If you plan to take a vacation but never 
get around to going . 
and, if you worry about what would happen : 
to your business if you got sick or had an 
atcident . . . then you will be interested in 
seeing us. Principals only, please write in 
strictest confidence for a personal interview. 
Box 1702, Art Direction, 19 W. 44 St., NYC 36. 


42 W. 48th St., NY 36, NY JUdson 2-1926 | °*™ 
Haberule Co., The 84 
The Composing Room, Inc. > 
Advertising Typographers SAVE TIME... SAVE MONEY 
130 W. 46 St., N. Y. JUdson 2-0100 Hunt Pen Co., C. Howard ..................0.0cccceeseenene 68 
Frost Bros., Inc. Interstate phers, a Division of Inter- 
Advertising Typographers since 1921 state I: Reporting Service, Inc........... 2 
228 East 45th St., N. Y. 17 MU 2-1775 | Johnstone & Cushing 84 
Typography Shops, Inc. 77 
All Latest Faces — Hand, Lino. Kane A 85 
245 — 7th Ave., N. Y. C. Keller ‘ F. 55 
ve., N. Y. C OR 5-7535-6-7 ogy | hos 
88 
ss . 
Ine. 69 
Kurshan Color Service, 78 
Lennoz Personnel Service, Inc., Maude.............. 30 
and Lewis Studios, Inc...... 78 
Lexi-Craft Typographers 8&4 
art personnel 
KANE Medina, Mildred 69 
83 
PLACEMENT AGENCY 
6 E 46 ST. Yukon 6-9585 y + oll 
Monogram Art Studi 28 
orilla Company, 
—HIRING ARTISTS? Museum Books, 8 
cell “The Art Unit’ on 7-9100 85 
New York State Employment Service Otto, Glenn 59 
119 Fifth Ave. New York 3, N.Y. 


A specialized plocement service 
for both employers and applicants in 


the field of commercial art. 


NO FEE CHARGED TO ANYONE 


ART STUDIO REP 

interested in expanding 

his services and income 
Large studio specializing in art work for Sales 
Promotion material and Industrial Literature 
has sound opportunity for ambitious repre- 
sentative with active accounts who wishes to 
increase his present business and have the 
extra talent and facilities necessary to go 
after new business. Your answer will be held 
in confidence; for appointment write: Box 1703, 
Art Direction, 19 West 44th Street, NYC 36. 


Peterson C 

Philadelphia Art Supply.. 

Photolettering, Ince. s 
Pitt Studioe ....................... 26 
Price Personnel Agency, Henry 8s 
Progress-Hanson-Progressive Group 77 
Rapid Art Service, 35 
Rapid Typographers 34 


Richman Studios, Inc., Me......... 


Salsbery Studios, Lee 3 
Samerjan, Peter James 6 
School of Visual Arts 17 
4 
Sickles Photo-Reporting Service..... 80 
Skilset Typographers 69 
Statmaster Corp. 15 
Stephens-Biondi-DeCicco 4 
Studio, Ltd., The 87 
Sudler & H 10 


Underwood 


Cha di, 


ARTIST GUILD PLACEMENT SERVICE 
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United st Material Co. 


United Press International 

Ward Color Service, Jack. 29 
Watson-Gup' Publications, 80 
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For Artists’ Needs 
PHONE 


E. H. & A. C. FRIEDRICHS CO. 

Artists Materials Since 1868 
40 EAST 43rd STREET 
Murray Hill 2-2820 
140 WEST 57th STREET 
6608 

3 LEXINGTON AVE. 
-0300 

H. Tews, Inc. 


6-8742 
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a monthly feature 


DIRECTIONS 


The picture of this gentlemen is unusual 
in several respects. For one thing, he’s 
got his hand tattooed and that puts him 
a cut above ordinary human beings. 
For another thing — and this is what 
we are talking about here — he is wear- 
ing a look that we can't too readily 
fit into any of the standard facial ex- 
pressions we have become familiar with 
in advertising. 


Our hero displays a sort of quizzical 
look on his face as he examines the 
object in his hand. He may be pleased 
by what he sees, or he may not. We don’t 
know. All we know is that he is thinking 
about the new soft Marlboro package. 

This may be a milestone in the history 
of advertising. The man in the photo- 
graph, even though it appears in an ad, 


a new look in looks 


displays none of the following emotions.: 
1. Rollicking jubilation as seen in ad- 
vertisements sponsored by soap or other 


cleaning agent manufacturers. Here, the _ 


boys and girls can hardly keep them- 
selves from bouncing straight up into 
the air from the sheer joy that comes 
with washing one’s hair with a certain 
shampoo or rinsing one’s underwear in 
a certain kind of detergent. 

2. The watch-the-birdie happiness 
that originates mainly in a kitchen while 
opening refrigerator doors. The feeling 
of extreme well-being is conveyed here 
not by convulsive laughter but by a 
toothy smirk that’s meant to signify that 
opening regrigerator doors can be a 
source of great inner satisfaction. 

8. Weary worrying that overcomes 
anyone contemplating buying insurance, 
United States savings bonds, and Blue 
Cross hospitalization. Here, the hero 
frets and frowns, and more often than 
not he holds his hand over his forehead 
to show the kind of thoughts he is enter- 
taining. This same emotion is also worn 
by models in white jackets selling liver 
or motor oil, only the hand here is busy 
holding up the merchandise. 

4. The I’ve been around feeling that 
marks the men in liquor ads and, even 
more so, the women in cosmetic ads. The 
standard in expressions here is that of 
studied disdain. Men are often shown 
looking over someone else’s or their own 
shoulder. Women view their audience 
with half-asleep eyes and lips far enough 
apart to swallow an apple whole. 

5. A state of depression bound to 
afflict anyone who does not buy a certain 
headache tablet and/or use a certain 
deodorant every hour on the hour. The 


by Stephen Baker 3 


expressions here should not be confused 
with those of weary worrying. The 
agony is post-mortem in state of depres- 
sion, while in the previous case it was 
caused by advance worrying. Usually, the 
model here holds his head in both hands. 

6. The emotion of having no emotions 
at all is illustrated to perfection in ad- 
vertisements featuring women’s fashions. 
Here, the models try to create the im- 
pression that they have no thoughts at 
all, a feat sometimes achieved with re- 
markable fidelity. 

That this classification fails to cover 
the wide range of human emotions 
should be clear to anyone who comes in 
contact with anyone else. Between ex-§ 
treme happiness and extreme depression 
is a large field of other moods. Men and 
women engaged in serious activities havé 
been known to crack a smile now and 
then; those participating in some form 
of fun often look strained, disappointed, 
or show a deadly seriousness of purpose: 
Smart, sophisticated women do kiss 
babies, and housewives can look worldly, 
too. 

In most advertisements we find human 
emotions shown only in their black-and-] 
white extremes. The more subtle emo- 
tions of human beings—the grey in- 
betweens—such as envy, generosity, kind-J 
ness, disappointment, dubiousness, areq 
seldom depicted. What a field yet te 
explore, what an opportunity for an art} 
director. 

It can be done. There are hundreds 
of emotions never yet shown in adver- 
tisements. Even when the client’s prod- 
uct is blatantly displayed, people can be 
shown in new attitudes. The Marlboro 
ad is a case in point. * 
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